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TWA SuperJet 


Non-stop tlights...New York to Europe 


LONDON | PARIS | ROME | LISBON 
| bs «Abr. | Qhrs | @hrs 


TWA SuperJet...the giant Jetliner designed for speed, longer range and comfort 
.. leaves New York for Europe, flying non-stop to London, Paris, Rome, Lisbon...direct to 
Frankfurt, Madrid, Athens. Call TWA first for speed, comfort, convenience, luxury. Reserve 
now, either First Class or thrifty Economy Class, aboard the giant TWA SuperJet. 


FASTEST COAST-TO-COAST 


Call your travel agent or Call your travel agent or 
nearest TWA office today nearest TWA office today 


THE SUPERJET AIRLINE 


TWA Jets also serve LOS ANGELES - CHICAGO SAN FRANCISCO - WASHINGTON-BALTIMORE - PITTSBURGH - PHILADELPHIA - DETROIT ST. LOUIS - KANSAS CITY: MIAMI 


*TWA THE SUPERJET AIRLINE is a se 


« NEW 


ATLANTIC CITY CONVENTION HALL 


ENLARGED AND MODERNIZED 


MORE SPACE... 


50,000 additional square feet of exhibit space—a 
total of 320,000 square feet. 3 Exhibit Halls that 
can be operated independently and simultaneously. 
6 new meeting rooms—a total of 33 rooms seating 
125 to 35,000. 


A NEW FACE... 


Escalators—vehicular tunnel providing indoor taxi 
and bus entrance — electrically-operated sound- 
proof meeting room partitions—colorful new lobbies 
—brilliant new decor everywhere through color, 
light, marble, glass, ceramic tile, stainless steel. 


COMPACT—-CONVENIENT 


Atlantic City is America's most compact convention 
city. Here all convention facilities center on the 
Boardwalk — where everybody meets everybody 
else in attendance. Here is the greatest concentra- 
tion of convention facilities available anywhere. 


YOU'LL MEET WITH SUCCESS IN 


ATLANTIC CITY 
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PREPLANNED CONVENTIONS * EXPOSITIONS + TRADE SHOWS 
SELF ye CONTENTS 
CONTAINED las 

' EXHIBITS Audio-Visual Techniques 


Ciba Shows New System for Color TV 
Nobody Sleeps Through Stereo Hi-Fi 
Tips for “Taping” 


Exhibits Abroad 


Chicago Pushes Export Via Exhibits 
Exhibits Now Our “Hard Sell” Abroad 
Exhibit to Sell Cotton Use to Spaniards 


Exhibit Planning 


An Exposition Ils Where All Other Media Pay Off 
How to Cut Exhibit Costs 

Simpson’s Rules Make Exhibit Work 

York Plans All Exhibits for Full Year At One Time 


Exhibit Techniques 


A.N.A. Probes Exhibit Medium 

“Chicks” and Chickens Still Going Strong 
Exhibits to Make Local Office Shine 
Priced from $642 G.I. Theme Used for Low-Budget Regionals 
How to Put “Show” in Trade Shows 

Judo Exhibit Sells for Look 


DISPLAY ptaky Lounge Through This Exhibit 


Module Units Grow With Need 


Monsanto Attraction: “Answers” 


Why Aren’t our Exhibits Better 
send for descriptive literature 


Functional Display, Inc. , Exhibit Themes 
1370 Biondell Ave., N.Y. 61, N.Y. 


Please send me descriptive literature on your For Crowds Olin Uses Carnival Theme 
new Preplanned Self-Contained Exhibits . . . no 


obligation, of course. Westinghouse Captures Old West (and crowds) 
Name 
Title Exhibit Trends 
Company 


oe ’ Ingenuity Is Mark of Today's Best Exhibits 37 
Trends in the Exhibit Medium 114 
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Exposition .Halls 


Hall Building Is Booming 
To Prevents Exhibits That Don’t Fit 


Foreign Exhibitors 


Advance Peek at British Exposition 


French Most Active Foreign Exhibitors Here 


Industrial Theater 


Shell Show Turns “Pre” 


Meeting Operations 


Who'd Stage 3,000 Meetings? Zenith! 


Meeting Techniques 


How to Explain Revamp for Profit 
Who But YPO Could Stage This Meeting? 


Plant Exhibit 


Office Visitors Get Your Story Through Exhibits 


Public Relations 


How’s Your Company “Sold” to the Press? 


Stockholder Exhibit 


Stockholers Exposed to World of Sight and Sound 


Traveling Show 


Ford Cavalcade Picks Up and Goes 


DEPARTMENTS 
Advertisers’ index 196 Facilities Roundup 15 
As the Editors See It 31 Letters 9 


Best I've Heard 198 Meeting and Show News 23 
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some people ask 


the man in the 


GBC themselves 


ee 


But, for professional 
group travel planning, 
those who know 

come to 


TRAVEL CONSULTANTS, 
INC. 
in the nation's capital. 


When every detail of a trip 
must be perfect, don't rely on 
@ general practitioner: Call 
in the specialists in quality 
group travel technique. Long 
experience in developing group 
itineraries and arrangements 
for prominent organizations 
throughout the world enables 
us to tell you what works — 
and why! 


Call or write today for the answer to your 
group travel requirements. 


Fravel Consultants 


INCORPORATED 
1612 “K" Street, N. W., Washington 6, D. C. 
(telephone—District 7-9228) 

N. Sidney Nyhus, President 
David Randall, Manager, Growg 52/es 


Dimension! 


Exhibitions add vital di- 
mension to your selling... 


The dimension of “dia- 
logue” not present in 
advertising ... The dimen- 
sion of demonstration, not 
present in most sales calls 
... The dimension of econ- 
omy, many excellent in- 
terviews in fewer hours 
which only the exhibit can 
provide . . . the dimension 
of “association” to a spe- 
cific market! 
The Exposition Management Association is 
an earnest group of both trade and public 
show managers bound together with the 
objective of improving exposition stand- 
ards, techniques and results for the exhibit- 
ing customer. The method: better shows for 
the audience. You can expect good results 


from an EMA exposition manager’s show. 


EXPOSITION MANAGEMENT ASSOCIATION 


30 Members holding 
throughout 
the USA and Canada. 


72 West 45th Street, 
New York 36, N. Y. 
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What 


makes 
a show 


GREAT? 


BD very truly great show has two priceless ingredients . . . (1) it presents 
exhibits in the best possible setting ... (2) it attracts maximum attendance—in 
quality as well as quantity—by being in the ideal location. These are two basic 
reasons why great expositions are held in the New York Coliseum. Now the world’s 
leading showplace . . . with incomparable facilities, complete air conditioning, 
spectacular lighting, lots of swift passenger elevators and escalators, cocktail lounges, 
special meeting rooms . . . and the flexibility necessary to handle any type of attrac- 
tion in any space. Add the fact that only the Coliseum enjoys the greatest location 
.- in the heart of New York, the world’s financial and industrial capital, center of 
buying, distribution, communications and culture. That's why only the Coliseum 
delivers the largest show audiences—10 million to 138 events. 


NEW YORK COLI se 


MAY 20, 


1960 


Phone or write for full information: Coliseum Exhibition Corp., Columbus Circle, N.Y.... 7- 


BOSTON 
CHICAGO 
DALLAS 
DETROIT 

LOS ANGELES 
NEW YORK. 
PHILADELPHIA 


ST. LOUIS 
SAN FRANCISCO © 
WASHINGTON 

; 


American serves these popular cities—and many resort areas! 


Planning a meeting? Whether you're thinking of a large meeting in AMERICAN 
one of these major cities or a smaller meeting in a resort area, you'll find 
American’s specialists ready and happy to help you in your planning. For 


details and your free booklet, ‘“Twelve Commandments for an Effective AIRLINES 


Meeting,” write to: Mr. Frank Svoboda, Manager of Convention Sales, 
American Airlines, Inc., 100 Park Avenue, New York 17, N. Y. The Jet Airline 
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LANNED 
[MpACT... 


By planning your exhibit program well in advance . . . on a continuing basis, your displays 
can be designed to go farther, do more. 


We call this plan-ahead principle PLANNED IMPACT. It's the type of thing Gardner Displays 

does to perfection. Gardner takes your schedule, your objectives and your budget into 
consideration and carefully prepares a complete program for you. PLANNED IMPACT 

includes the creative designing, planning, construction of 

your displays, plus necessary servicing, refurbishing, storing. Equally important, it includes 
efficient planning for multiple use, routing, working with trade show officials. In short, 

PLANNED IMPACT is a program of integrating all your exhibits for smooth, efficient showings to 
the greatest potential audience at the least expense. 


aa “First name in exhibit services" 


« 477 Melwood Ave. « MAyfiower 1-9443 


DETROIT, MICH. 
© Box 142, Birmingham, Mich. « Lincoln 4-2030 


a 
OP my chicaco 4 1. 
# 1937 W. Hastings St. « TAylor 9-6600 
NEW YORK 17, WY. 


© 41 East 42nd St. © MUrrayhill 7-262) 


: PITTSBURGH 13, PA. 
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A CONVENTION 
IN CANADA! 


Imagine the excitement and adventure of a trip to a new country! Imagine the finest convention accommodations coupled with 
unexcelled service. Imagine no more. Select a Canadian National Hote! for your most successful convention ever. Canadian National 
offers you the choice of ten easy-to-reach hotels—strategically located coast-to-coast in Canada’s most colorful settings. For full 
information, including thorough travel and convention planning services, write: A. P. Lait, Manager, Convention Bureau, Canadian 
NATIONAL Railways, Montreal, Canada. 


MONTREAL—THE QUEEN ELIZABETH*® « OTTAWA—CHATEAU LAURIER *¢ VANCOUVER—HOTEL VANCOUVER! «+ JASPER NATIONAL 
PARK—JASPER PARK LODGE « EDMONTON—THE MACDONALD ¢ SASKATOON—THE BESSBOROUGH ¢ WINNIPEG —THE FORT GARRY 
HALIFAX—THE NOVA SCOTIAN ¢ CHARLOTTETOWN—THE CHARLOTTETOWN «¢ ST. JOHN'S—NEWFOUNDLAND HOTEL 


*A CNR Hotel operated by Hilton of Canada Ltd. Under joint management of Canadian National Railways and Canadian Pacific Railway Company. 


EVEN 
BETTER oes ee 
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weekends, phooey! 


For years we've been hearing 
from convention bureaus and hotels 
about the big benefits of holding a 
convention on week ends when 
hotels could give better service and 
our people could get more person- 
alized attention. 

Well, I believed the story. I be- 
long to two organizations that meet 
annually. Being on the board of 
both, I convinced my fellow board 
members to try a convention over 
the week end and take advantage 
of so-called better hotel service. 
Wow, did I catch it! 

At the first convention, only a 
handful of bellmen were on tap 
when several hundred people 
checked in. One elevator had an 
operator. After some screaming on 
the telephone to the manager (who 
was home—doesn’t work on Sun- 
day) we finally got two elevators 
pressed into service on the second 
day. 

There was a two-hour lunch be- 
cause waitresses were few — over- 
worked and unhappy. Hardly any 
of the meeting rooms were set up 
as requested because there werent 
any people around on week ends to 
do it. 


With this ms joes I had fears 


for the second convention that I 
goaded into week-end plans. I had 
reason to worry! The second con- 
vention was worse. 

We couldn't get an audio man to 
hook up our tape recorder and 
other equipment. (He doesn't work 
on Sunday.) Apparently, nobody 
works in some hotels on week ends 
~—nobody that you need, that is. 

From my experience, hotels are 
geared to few giiests on week ends 
and when you bring a convention 
in over Saturday and Sunday, 
you're asking for trouble. I've had 
it. From now on any convention I 
influence will open on Monday, or 
at least not go past Friday noon. 

Richard C. Douglas 
New York City 


permission granted 


Thank you very much for per- 
mission to reprint the article about 
Colonel Franklin from your March 
18 issue. We will of course, ad- 
here to your request and give credit 
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in accordance with the printed 
instructions. 

We will also see that two copies 
are sent to you as soon as they 
come from the press. 

George A. Blessing 
A. C. Croft, Ine. 
New London, Conn. 


fourth not first 


As immediate past president of 
the Professional Convention Man- 
agement Assn., I was delighted to 
note your excellent recapitulation 
of our Atlantic City meeting in the 
March 18 issue. I think you have 
done a splendid job in presenting 
the salient points and gist of our 
three-day meeting, but I would like 
to call to your attention the fact 
that this was the fourth joint meet- 
ing we have held with the Medical 
Exhibitors Assn., since the Profes- 
sional Convention Management 
Assn. was incorporated. It was the 
sixth or seventh joint session when 
we considered the occasions we 
oreviously met on an _ informal 
se 

Edward G. Sandrock 
American College of Surgeons 
Chicago, II. 


meeting styles for ladies 


Would it be possible for us to 
secure permission to reprint the 
article, “Guide to Styles, Groups, 
Methods.” He saw a copy of a re- 
print in the YWCA Magazine, and 
in our state work we like to have 
new ideas to present to our women 
on how to conduct meetings. This 
could be very helpful if we could 
secure permission. 

Mrs. Collins Webb 
Kansas Convention of 
Southern Baptists 
Wichita, Kansas 


help for keynoters 


We greatly appreciate receiving 
permission to reproduce the article 
titled “How to Keynote a Meet- 
ing” which appeared in the March 
18 issue. 

K. M. Neary 
National Association of 
Real Estate Boards 
Chicago 3, Ill. 


ask the people 
who have.... 


Russell Ruliman, 
Executive Vice President 


CONGRESS OF MOTOR HOTELS 


Francis Brooks, Director of 
State Purchasing Department 


NATIONAL ASSOCIATION OF 
STATE PURCHASING OFFICIALS 


Robt. C. Fernley, Executive Secretary 


NATIONAL WELDING 
SUPPLY ASSOCIATION 


C. M. MeMiflan, Executive Secretary 


NATIONAL CANDY WHOLESALERS 
ASSOCIATION, INC. 


Thomas J. Birmingham, Office Manager 


HOME STYLE COOKIES 


George N. Epstein, Vice President 


PACIFIC COAST INDEPENDENT 
MAGAZINE WHOLESALERS ASSN. 


our best sales people 
are those who have proven 
there is nothing like.... 


the magnificent 


IVIERA 


EVERYONE 
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mi. est 
~“haywhere! _ 


The Hollywood Beach Hotel 
in South Florida is 
the best buy anywhere, 
and here’s why! 


AND-FOR GOLFERS 
, t ree untimited golf on the 


llywood Beach Hotel's 

2 ewn private 18 hole golf course. 

. Not an “arrangement” with a coun- 

: try club, not a course that’s 30 min- 

utes or more away, but the hotel’s 

own course, beabtifully conditioned 
and a delight to play. 


Dick Frey — Vice President — Sales 


Hollywood Beach Hotel / Golf Club . Hollywood Beach / Florida 


I'm interested, Dick. Please send me your convention kit. 


Moving an exhibit in a hurry? 


Trust everything 


Allied 


world's largest 


Van Lines 


25th and Roosevelt Road, Broadview, IIl. 


Look up your Allied Man 
in your phone book. 
More people do, again and again. 


FREE FOLDER 
Send for “Display and Exhibit Moving” today 


The show goes on—on time. 
Relax, and let your Allied Man handle 
everything. He'll get it there on time, 
move it to the next show. This takes 
lots of experience, expert scheduling. 
Allied has a central control department 
that specializes in the handling of dis- 
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your Allied an 


a 


plays, exhibits and other shipments on 
our. Allied men have a gentle way with 
arge, easily marred display panels — 
hat keeps them new and fresh looking 
longer. Your Allied Man is the world's 
largest mover. Trust him, to take care 
of your equipment right/ 
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LARGEST 
CONVENTION RESORT 


IN THE WORLD... 


INCOMPARABLE MEETING FACILITIES FOR UP TO 10,000 PEOPLE! 
Private conference rooms for 10 to 100 + Convention hall accommodating 6,000 
SUPERB BANQUET FACILITIES 
for groups up to 4,000 « Private dining rooms, formal dining rooms, casual coffee shop for fine food at popular prices 
UNSURPASSED FACILITIES FOR FUN AND RELAXATION 
14 acres of oceanfront luxury « 5 cocktail lounges + exclusive shops « La Ronde Supper Club + Yacht Basin 
Direct Dial R Teleph System 


1,000 Rooms, 300 Cabanas « GOLF at exciusive courtry club «+ 1,000 feet oceanfront beach 
Spacious hospitality suites « Ampie undercover parking 
180,000 sq. ft. exhibition and meeting areas « 2 Swimming pools, putting green, tennis 


For information write or wire 


NEW YORK OFFICE: circle 5-7800 + Teletype: NY 1-528 © CHICAGO OFFICE: andover 3-4181 + Teletype: CG-829 
WILLIAM BUCKLEY, director of Saies 


ee ontainebleau —— 


CABANA, YACHT AND COUNTRY CLUB 


1.000 FEET OF OCEAN BEACH — MIAMI! BEACH, FLORIDA 
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FACILITIES 
SM ROUNDUP 


Washington, D. C. 

Builders start construction on 
Executive House, Washington's new 
downtown 200-room hotel, and ex- 
pect structure to be completed in 
time for the 1961 presidential in- 
auguration. Hotel is to face Scott 
Circle where Rhode Island and 
Massachusetts Avenues intersect 
16th Street. 

Estimated at three million dol- 
lars, the hotel’s main building will 
be five floors, with an adjoining 
eight level tower. Its public rooms 
can be used for individual meetings 
or combined into one larger area for 
conferences. Hotel is part of chain, 
Condado Caribbean Hotels, Inc. 


Charlotte, N. C. 

Manger Motor Inn, first motor 
inn of Manger chain to be in the 
South, has been completed. Three- 
story structure is built on stilts 
which allows out-of-sight automo- 
bile parking from guest room win- 
dows. Three-million-dollar build- 
ing has studio rooms and luxury 
suites in the 160-units. A meeting 
banquet room serves 100 people 


Groton, Conn. 

Contract for $1-million renova- 
tion on Griswold Hotel has been 
recently signed to up-date function 
areas and 400 guest rooms at East 
Point, near New London. 


Pheonix 

Ramada Inn is to complete soon 
a 100-roem addition at a cost of 
$1.5 million. Construction brings 
total number of units to 400 rooms 
Banquet facilities for 1,000 people 
are available. Folding doors permit 
three smaller groups to use the 
space simultaneously. Small func- 
tion room on the mezzanine holds 
25. Main convention area is 
equipped with public address, 
sound system, stage and dressing 
room. 


New York City 

Roxy Theater has darkened its 
stage lights forever. The 5,700 seat 
show place will become a 900- 
room addition and 600-car garage 
to the Taft Hotel. Expansion will 
boost Taft's capacity to almost 
2,500 rooms. Roxy was bought by 
William Zeckendorf, Jr., president, 
Zeckendorf Hotel Corp., owner of 
the Taft. 
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Whatever PARTICULAR PEOPLE move 
they call the man from 


FORD or BURNHAM VAN 


Exhibits and displays must be handled by pro- 
fessionals ... experienced in the safe, secure 
and swift moving of items of unusual value... 
and who are interested in what they are doing. 
Handling and loading are done with professional 
skill... with vans custom designed and equip- 
ped for the job. Each driver is dispatched to 
meet your schedule. It’s your privilege . . . be 
particular ...call the man from Ford or Burn- 
ham Van. He’s listed in the Yellow Pages. 


Service to ALL States 


BURNHAM YAN SERVICE 


BURNHAM VAN SERVICE, INC., COLUMBUS,GA, FORD VAN LINES, LINCOLN, NEB, 


INCOMPARABLE ! 
CONVENTION & SHOW 


CENTERS IN THE SOUTH 


* Central Locations —excellent transportation accessibility 
* Flexible meeting and display space arrangements 
% Heavy duty elevators and power facilities * The latest visual and acoustical devices 
* Excellent banquet facilities and service 
* Guest rooms with modern decor. T.V. * All hotels 100% air conditioned 
* Ample garage facilities * Superb restaurants 


ee 


DINKLER-TUTWILER...BIRMINGHAM, ALA. 


Meeting capacities 25 to 1800 
Banquets to 1300 
Dances to 1800 

Guest Rooms 450 


DINKLER-ANDREW JACKSON...NASHVILLE, TENN. 


Meeting capacities 40 to 400 
Banquets to 350 
Dances to 300 

Guest Rooms 400 


OMPLETE CONVENTION BROCHURE 


THE TRUE STANDARD 
OF FINE INNKEEPING 


- DINKLER 
HOTELS 


CARLING DINKLER CARLING DINKLER Jr. 
President Exec. V. P. 


FOR INFORMATION OR RESERVATIONS ae 
- 


NEW YORK: MUrray Hill 80123 © WASHINGTON: EXecutive 3-6481 
CHICAGO: MOhawk 4-5100 © DETROIT: WOodward 2-2700 


eos 
ip 4S ie 
ae 
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FACILITIES ROUNDUP 


continued 


San Francisco 

Fairmont Hotel's new 29-story 
tower addition is under construc- 
tion now. Plans include largest ex- 
hibit, banquet and meeting room 
space in northern California, ac- 
cording to owners Ben and Dick 
Swig. 


Laredo, Texas 

Contract will be awarded shortly 
for a convention center to be built 
adjacent to Sands Motor Hotel. 
Seating capacity is to be for 500 
people. It will have a hydraulic 
stage arrangement. Stage will drop 
to allow for more floor area when 
needed. 


Westport, Conn. 

New Englander Motor Hotel, on 
U.S. Route 1 (Post Road) off exits 
18 or 19 of Connecticut Turnpike, 
opened this month. The 76-unit 
motor hotel has a convention hall. 
Demonstrations and exhibits can be 
set up in an adjacent one-floor ex- 
hibit hall. Hall is about 12,000 sq. 
ft. 

Meeting rooms for groups up to 
250 are available with two and 
three dimensional visual equip- 
ment, speaker podium and stage 
Full size motion picture screen 
with sound projection equipment 
with licensed projector operator is 
also offered. A. O. Samuels of 
Bridgeport heads the business 
group who built the motor hotel. 


Buffalo 

A 300-room hotel will be con- 
structed, beginning this Spring, on 
a 10-acre track opposite Greater 
Buffalo International Airport. Hotel 
is to be named Airport Hotel. 
Owner, Patrick A. Cosentino, presi- 
dent of Dynamics Enterprises, Inc., 
announced that it will be a two- 
story structure to encompass about 
34,000 sq. ft. Construction is to be 
undertaken in three phases. First 
phase is to include 100-rooms, an 
administration building house, din- 
ing room (150 people) conference 
rooms, coffee shop and lounge. En- 
tire cost for hote} will be $3 million. 


Chicago 

Construction of a $2.5-million 
motor hotel is underway in Park 
Ridge’s downtown section, 18 miles 
from Chicago’s Loop. Expected to 
be completed by September, motel 
will contain 186 units in three sepa- 
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MOST MAJOR EXHIBITORS 


know the extra “sell and savings by 
showing in AMERICA's heart-land . 


exhibitors and conventioneers know that the 
savings in travel by using Chicago's great 
Amphitheatre . . . plus the convenience of 
adequate hotel facilities . . . make budgets 
stretch farther and produce more dramatic 
sales results! 


There is No Reason Why... 


Your Very Next Convention 
or Sales Meeting Should Not Be 
in The Internationally Famous 


international 
Amphitheatre 


Chicago . . . the convention city . . . is the 
natural spot for your next meeting. The Inter- 
national Amphitheatre hes the facilities to 
occommodate tings, ti ond exhi- 
bitions of any size. 

© 585,000 Sq. Ft. Exhibit Spoce 

© Air Conditioned Arena Seats 13,500 

© New Public Address System 
. 
7 
. 


Parking for 7,500 Cars 
individval Halls 4,000 to 180,000 Sq. Fr. 
15 Minutes from the Loop 


Direct Your Inquiries To 
M. E. Thayer, General Monoger 


o 


Stock Vara Inn 


ing some of the world’s 
sak tiie aaa, y van By FAR 0 
meetings, banquets and special dinners for grovps of 
25 to 800. tt will poy you to write for literature, 
plets ond bonquet menus. 


Mr. PR tg ——) 


nternational AAmphitheatre 


42nd and Halsted © Chicago 9, Illinois 


17 
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that hits the hoard, 
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be seen on closed TV 
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in thirty rooms, both la 
which create the nation’s i 
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FACILITIES ROUNDUP 


continued 


rate buildings. Each is to be con- 
nected with a glass enclosed pas- 
sageway bridge. One level hall, 
away from the main living area, is 
divided into meeting and banquet 
rooms to accommodate conven- 
tions and private dining groups. 


Oklahoma City 


One-million-dollar motel is to be 
erected here. Construction is ex- 
pected to start this month, accord- 
ing to the builders. The 100-unit 
structure will include plans for a 
convention facility, with a dining 
room to seat 250 people. Portion of 
the motel will be two-stories, while 
other parts will be three-stories 


high. 
Dallas 
Fifth major building of Dallas 


Trade Mart was announced re- 
cently. Construction, scheduled to 
begin this Fall, will include a half 
million sq. ft. of display, meeting 
and office space for the construction 
industry. Architects of building de- 
signed a ground floor exhibit hall 
of 302,500 sq. ft. and twin towers, 
56 by 250 ft., 10 stories high. 
Ground floor is also to include a 
400-seat auditorium, six meeting 
rooms and a restaurant with food 
service available for private lunch- 
eons. Building will be ready for 
occupancy by late in 1961. 


Jackson, Miss. 


Construction is underway at the 
Hotel Heidelberg to build its new 
Olympic room. Plans call for 11,- 
000 sq. ft. of unobstructed space 
for exhibits. Ramp is also planned 
which will allow trucks to pull 
right up and unload at the service 
doors of the new room. 


Surinam (Dutch Guiana) 


Ground breaking ceremony re- 
cently took place to begin con- 
struction of a new $2-million hotel, 
still to be named. Condado Carib- 
bean Hotels, Inc., reports, “Hotel 
will mark the first major tourist 
hotel to be built in the country.” 


Omaha 


Schimmel brothers, Midwest 
hotel men, announced construction 
will begin late summer on their 
new $6-million, 400 room motor 
hotel. Plans include a ground floor 
convention hall to serve 700, built 
to exhibit cars and other heavy 
equipment. 
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Bll, AZ 


when the occasion 


call United 


for “SAFE-GUARD” Moving Service 


Whether you're planning to exhibit in a single city . . . or sched- 
uling a cross-country tour ... you'll like the personalized care 
United's “SAFE-GUARD” moving service provides. 

Door-to-door delivery on one bill of lading is handled for 
you by United’s display moving specialists. And United's 
new custom-designed Sanitized* vans afford full protection— 
without costly crating—plus greater loading flexibility and 
convenience. 

When the occasion calls for putting your show “on the road” 
call the reliable United Agent. He’s listed under “MOVERS” 
in the Yellow Pages. 


"REG. U.S. PAT. OFF 


Most pleasant place in 
-CHICAGO...nicest, too 


the perfect setting for 
your next convention 


Everything is arranged for your convenience in the colorful quiet of The Drake. 
The charming decor, the thoughtful service . . . and of course, complete air condi- 
tioning and your own TV set. No hotel in the midwest can match The Drake for 
unsurpassed convenience, location, and facilities. “Luxury at the lake,” some of 
our friends call it. And your organization will be pleased to discover that this 
luxury actually custs no more than ordinary hotel service. Try it for your next 
meeting, large or small. The Drake takes good care of you. 

Facilities? 4 major meeting rooms accommodating up to 800 e 16 committee 
rooms for functions of 12 to 300 e 700 guest rooms e 100% air conditioned 
e Superb restaurants and banquet facilities. May we tell you more? Phone or 
write for brochure. 


THE DRAKE at the Lake 


LAKE SHORE DRIVE AND UPPER MICHIGAN AVENUE 
SUperior 7-2200 Teletype No. CG158e6 
G. E. R. FLYNN, Vice President-Sa/es . H. B. RICHARDSON, Convention Manager 
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BLUEPRINT 


FOR YOUR MOST 
SUCCESSFUL 
CONVENTION, 
SHOW, EXHIBIT 


Washington, D. C.—and the 
Showplace of the Nation's Capital 


NATIONAL GUARD ARMORY 


Great Events at the Armory 
American Medical Association @ American 
Bottlers of Carbonated Beverages @ American 
Dental Association @ International Photographic 
Exposition @ National Association of Retail 
Grocers © National Institute of Drycleaning 
@ Office Equipment Manufacturers’ Exhibit 
@ American Legion National Convention 


J. Bergman, Manoger 


NATIONAL 
GUARD ARMORY 


2001 East Capitol St. Washington 3, D. C 
Phone Lincoln 77-9077 
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In all the world—there is no city so vital in the news—so 
important to important people as Washington, D. C. This 
is the market you reach—this is the influence you share when 
you hold an event here in the capital of the world. And, as 
it should be, Washington boasts the finest facilities for your 
exhibit, show or convention. Here you will find the perfect 
place for any news worthy event. 


© Excellent Hotel Facilities Nearby © 


— 


GROSSINGER'’S 


Only 2 hours from New York, in the 
beautiful Catskill Mountains, you'll find | ~ 
a blending of natural beauty and 
man-made ingenuity . . . 1000 acres of 
fabulous resort estate, providing 
America’s most versatile setting for 
every type of Convention, Sales Meeting, 
Training Seminar and Incentive-Plan 
Holiday. In this pleasant country 
atmosphere you'll enjoy every modern 
facility for the smooth functioning 

of your convention; all the advantages 
of a captive audience, plus an 
unequalled array of Sports, Social and 
Entertainment features. 


The magnificent Indoor Pool 
and Health Club is the largest HAS EVERYTHING 
in the resort world! — 

There’s the Championship 18-Hole — 
Golf Course; Tennis on all-weather 
courts; Private Riding Academy and 
Bridle Trails; Grossinger Lake for 
Swimming, Boating, Fishing; Hunting 
in season; Outdoor Artificial Skating 
Rink open 7 months of the year; 
Skiing and Tobogganing in Winter; 
always Top-drawer Entertainment and 
Dancing nightly to 2 fine Orchestras. 


The gracious Dining Room 
seats 1400 guests, to enjoy 
Grossinger’s famed cuisine 


There are 25 Meeting Rooms, to seat 
from 10 to 1600 people . . . complete 
with latest ALTEC P. A. equipment, 
Movie and Slide Projectors and Large 
Screens, Tape Recording Facilities, etc. 
Convention Hall seating 1600 has 

40’ x 20’ x 4’ Permanent Stage. 


Conveniently reached from all directions 
over 6-lane super highways... and 
by private plane to 

JENNIE GROSSINGER AIRPORT. 


A total of 25,000 square feet 
of Exhibit Space . . . 12,500 on 
this one floor! 


FOR COMPLETE DETAILS AND COLOR BROCHURE, 
WRITE OR CALL 


RiCHARD B. BRAINE 
DIRECTOR OF SALES 
GROSSINGER’S OFFICE, 221 WEST 57TH ST. 
NEW YORK 19, N.Y. Phone Circle 7-4965 


ALL THE YEAR ‘ROUND! 


PLO DIAAAGIICD ALL SPORTS at ALL SEASONS 


ON GROSSINGER LAKE GROSSINGER. N. 2. 
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Century 21 Exposition finally “got off the ground.” Huge 
event, slated in Seattle, 1962, was held up by legal tangles. 
Court action finally determined $341,959 as right price for the 
site and gave city the okay te complete condemnation. U. S. 
Commissioner Philip M. Evans still hasn't given a green light 
to plans for the Government's scientific section. Plans were 
stalled while Evans immersed himself in the $9-million project's 
tentative outlines. Wate for approval of plans, now passed, has 
been moved up. Walter Darwin Teague Associates, New York 
City, has been commissioned to develop Government's scientific 
exhibits. Dates for the exposition are April 21-Oct. 21, 1962. 


National Housewares Manufacturers Assn. has voted to move 
its summer show into Chicago’s new Exposition Center next year. 
Winter show had already been slated for the same building. 
Show expects to have 1,600 booths. Show dates next year are 
Jan. 16-20 and July 10-14. 


New York World's Fair in 1964 stil] has a hurdle to mount now 
that plans for a two-year event have been announced. Inter- 
national Exhibition Bureau which passes on member nation’s 
world fair plans, limits fair duration to six months. U.S. is not 
a signatory to bureau “treaty” which prohibits contracting coun- 
tries from accepting invitations to fairs that last longer than six 
months. To wave time-limit restriction, two-thirds of countries 
that belong to bureau must vote in favor of the longer fair. Fair 
planners in New York are going ahead on assumption that okay 
will be given. 


New York Coliseum just marked fourth birthday and proudly 
announced it is now “the world’s leading exposition center.” 
Arthur Smadbeck, president, New York Coliseum Exposition 
Corp., reveals that 9.5 million visitors attended 139 major events 
in the building during its four years in business. “It leads all of 
the nation’s older exposition centers,” he declares. “The Coli- 
seum has effectively reversed the long-established trend of the 
September-to-May exr<sition season, making it now an all year- 
round business.” With air conditioning, he indicates, many 
expositions “now find the summer period highly desirable — 
even better than other seasons.” 


International Business Machines had to use closed-circuit TV 
to accommodate the crowds at its annual meeting of stockholders 
last month. Theatre Network Television installed 50 monitors 
and two large screens so 3,000 stockholders could see demon- 
strations of the company’s latest machines. Overflow audience 
filled three halls in addition to 1,500 in main assembly room in 
New York Coliseum. 


International Convention Planning Exposition, slated for Las 
Vegas, Nov. 29-Dec. 1, announced the appointment of Robert 
Letwin, editor, Sales Meetings, to its program planning com- 
mittee. Exposition will include forums, seminars and workshops 
designed to give planners of sales meetings, conventions and 
exhibitions new ideas. Event, first of its kind, will be held in 
Las Vegas Convention Center. Show is to feature products, 
services and facilities used by meeting and exhibit planners. 
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National-American Wholesale 
Grocers’ Association is one of 
many leading trade associations 
which held their high level con- 
ference in 


For the many advantages—in 
transportation, accommodations, 
sports facilities, dining and 
entertainment — that Bermuda 
offers for successful sales meet- 
ings, small conventions and 
directors’ sessions, write for your 
FREE copy of the 24-page book- 
let, “BERMUDA, Headquarters 
for Memorable Meetings and 


Conferences.” 


The Bermuda Trade Development Board 
Dept. SM-5, 620 Fifth Ave., New York 20, N. Y 


* Please send the convention beoklet te: 


\UT..A NEW CONVENTION AUDITORIUM 
me AND VAST EXHIBIT HALL 


1 
: 


{Sali es onl 


Now completed—an unparalleled incentive for you to hold your meetings at the Diplomat 
; —a magnificent new meeting hall, encompassing 18,000 square feet . . . providing for your 
i conferences unobstructed visual and audio reception for over 2,000 at meeting, 1,500 at 
banquet. PLUS—a spacious new exhibit hall beneath the auditorium, encompassing 13,000 
square feet, easily accessible by ramp, and equipped with electrical, audio, and visual aid 
outlets. All this—added to the already impressive facilities of the 400-acre Diplomat— 
: world famous for its food, service, warm hospitality, and 19-hole championship golf course! 


You’ll accomplish more, enjoy more...at the 
eS \\ 
. JIN 
gq 


eet 


AND COUNTRY CLUB / HOLLYWOOD -BY THE SEA FLOR 


SAMUEL FRIEDLAND, Ownership / AL/WALTER JACOBS, Executive Operations 
For complete information, color brochure and detailed convention plans write or wire: 
GEORGE E. FOX, Managing Director/IRVING TILLIS, Director of Sales/JOHN F. MONAHAN, Director of Specie! Sales 
Represented nationally by LEONARD HICKS, JR. & ASSOCIATES 
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Ninety percent of the exhibit space was sold by March for 
1960 C hicago International Trade Fair to be held in the Navy 
Pier Exhibition Hall, June 20-july 5. Show is sponsored by 
Chicago Assn. of Commerce and Industry. Attendance from 
June 20-24 will be limited to buyers, to follow will be 11 days 
for public admission. 


Over $300,000 has been raised publicly towards construction 
of a $1.5 million civic auditorium in Muncie, Ind. Structure is 
to be erected on the campus of Ball State Teacher's College for 
use by public and the school. Plans call for auditorium to seat 
3,500 people. 


Trophy award will be given for the most original booth, best 
single booth and best multiple booth among others at the Na- 
tional Auto Accessory and Parts Exhibit to be held in Las Veg gas. 
Nominees will be selected by a committee of attending buyers 
to act as judges. 


Convention manual on responsibilities of those who stage and 
service conventions and shows and proper procedures is in the 
works. It is being produced by Convention Liaison Committee, 
made up of representatives of hotels, association executives, 
exhibit managers and convention bureaus. Work on this manual 
has covered more than a year. It is expected to be ready by Fall. 
Final plans for distribution have not been completed, but it 
should carry a $2 to $3 price tag for those who are not members 
of organization affiliated with Convention Liaison Committee. 


Trade show is not the only place that presents a security 


problem. Things even disappear from exhibits at stockholder 
meetings. Standard Brands, Inc., found shareowners descending 
on product displays after its meeting in New York City and 
stripping them bare of edibles. Only things they left were some 
dummy cartons and gallon-size jars of salad dressing. Gone 
were coffee, yeast, puddings, dog food, walnuts, corn starch, 
sugar, gin, blended whiskies, vodka, scotch and bourbon. 


Largest concentration of steel firms ever signed to exhibit 
space at a Metal Show are on the books for 1960. American 
Society for Metals will have 16 steel companies at its show, 
Oct. 17-21, in Philadelphia. 


Production Engineering Show, held every five years to coin- 
cide with Machine Tool Show, will have 50% more exhibitors 
and occupy 100% more exhibit space than it did in 1955. Both 
shows will be held in Chicago, Sept. 6-16. Tool Show will be 
in International Amphitheatre. Production Engineering Show 
is slated for Navy Pier. In 1955, Production Engineering Show 
had 200 exhibitors. This year it will have 300, and most will 
have larger space. 


For exhibit attraction at its booth in Canadian National Ex- 
hibition, Toronto, The Maytag Company staged a contest to find 
oldest Maytag washer in use in Canada. Search ended with a 
1911 electric motor Maytag, still in daily use, by an elderly 
couple (she’s 82 and husband is 86) in Lethbridge, Alberta. 
Couple received a brand new automatic washer and Maytag 
now has a well-publicized booth attraction. 
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SuccessfulZ 


wast it? 
bp 


i\Conventions are always a 

success — at the Hotel 

COMMODORE. No wonder! 
You get so much more — at the 
COMMODORE: more spacious, comfortable 
rooms to accommodate 10 to 3,500... 
a special “executive floor” with suites 
and hospitality rooms designed to meet 
your specific convention needs ...5 su- 
perb dining rooms serving exceptional 
food at a range of prices... and a staff 
that “knows how”! If you’re planning an 
important meeting, for a few or a multi- 
tude — head right next door to Grand 
Central — to the COMMODORE! 


For full information: Phone 
Charles Ohrel, Director of Sales, 
Murray Hill 6-6000. 


Member | 


en 
aapaea 
: 


HOTEL CoMMODORE 


42ND STREET AT LEXINGTON AVE., N.Y. 17, N. Y. 
MURRAY HILL 6-6000 A ZECKENDORF HOTEL 
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YOUR SEAL OF ASSURANCE 


WRITE TODAY 


The 110 
EXHIBIT PRODUCERS & DESIGNERS ASSOCIATION, INC. 


Member Firms 
511 5th Avenue * New York 17, N. Y 
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HILTON 


convention facilities- 
constantl 


THE 


PITTSBURGH 


HILTON 


Designed specifically to meet your most exacting needs, Hilton 
conference facilities are based upon years of experience. Almost 
daily, new and improved standards of service are set, to make 
your conference both pleasant and productive. 

Look to Pittsburgh. Just opened, THE PITTSBURGH HILTON is 
especially designed to serve meetings from 10 to 2,500. The 
Grand Ballroom accommodates 2,500 for a meeting or 2,000 for 
a banquet. All facilities for meetings and exhibits are located on 
one floor, and combinations of meeting rooms, all air conditioned, 
are practically limitless. 
in short—here are tomorrow's convention facilities, today. 

Also THE DENVER HILTON, the most spacious meeting facilities 
in the Rocky Mountain area * THE PORTLAND HILTON (Oregon), will 
offer the newest convention facilities in the Pacific Northwest - 


expanding 


THE SAN FRANCISCO HILTON, will house one of the finest ball- 
rooms, seating up to 3,000 for meetings, 2,500 for banquets. Look 
to HILTON INNS, conference facilities with a resort atmosphere. 

Look to ALL the Hilton hotels with their ideal accommodations 
for conventions. As your needs demand greater services in new 
areas, Hilton keeps pace and remains just a bit ahead. So, what- 
ever your meeting needs, check Hilton first. 


Allo MF 


Conrad WN. Hilton, President 


HILTON HOTELS IN THE UNITED STATES /NEW YORK: The Waldorf-Astoria « The Statler Hilton « The Savoy Hilton * PITTSBURGH: The 
Pittsburgh Hilton * WASHINGTON, D. C.: The Statier Hilton * BOSTON: The Statler Hilton * BUFFALO: The Statler Hilton « HARTFORD: The Statler 
Hilton * CHICAGO: The Conrad Hilton « The Paimer House * DETROIT: The Statler Hilton * CINCINNATI: The Netherland Hilton « The Terrace Hilton 
* CLEVELAND: The Statler Hilton « COLUMBUS: The Deshler Hilton * DAYTON: The Dayton Biltmore « ST. LOUIS: The Statier Hilton * LOS ANGELES: 
The Statler Hilton «The Beverly Hilton (Beverly Hills) « DENVER: The Denver Hilton * SAN ANTONIO: Hilton Hotel and inn * HOUSTON: The Shamrock 
Hilton * DALLAS: The Statler Hilton « FORT WORTH: Hilton Hotel « EL PASO: Hilton Hotel * ALBUQUERQUE: Hilton Hotel + CHIMUAHUA, Mexico: 
The Palacio Hilton * HILTON INNG/ ATLANTA, Georgia + NEW ORLEANS, Louisiana + EL PASO, Texas + SAN FRANCISCO, California 
HILTON HOTELS INTERNATIONAL / BERLIN, GERMANY: The Gerlin Hilton * CAIRO, EGYPT, U.A.R.: The Nile Hilton * MAVANA, 
Cuba: The Habana Hilton + ISTANBUL, Turkey: The Istanbul Hiiton * MADRID, Spain: The Castellana Hilton * MEXICO CITY, Mexico: 
The Continental Hilton * ACAPULCO, Mexico: Las Brisas Hilton * MONTREAL, Canada: The Queen Elizabeth (a C.N.R. Hotel * PANAMA, 
R. ?.: El Panama Hilton « SAN JUAN, Puerto Rico: The Caribe Hilton. For the complete convention story contact any of these fine hotels 
or Richard L. Collison, Assistant Vice President and General Sales Manager, Hilton Hotels Corp., The Palmer House, Chicago, I!i.—RAndoiph 6-7500. 
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= door-to-door delivery 


Hager-Beaver 


Why pay extra for door-to-door delivery? That’s included with Railway 
Express service! Our Eager Beavers pick up the shipment at your very 
doorstep, see it safely all the way to your customer’s door. There’s no 
extra charge for this service within REA authorized limits in the U.S. 
And look what else you get with Eager-Beaver service: 


Nationwide coverage to 23,000 communities in the U.S. 
International service to and from almost anywhere in the world 
Unified, one-carrier responsibility all the way 
Lower rates on certain shipment aggregations of 300 Ibs. or more 
Special low rates on many other commodities 

e The kind of transportation that best suits your particular needs 


No other organization can match Railway Express Eager-Beaver service. RAIL + AIR + SEA 
And our long-range improvement plans are making it even better. Next HIGHWAY 
time you ship, call Railway Express—and see! 
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Some Light on Show Statistics 


There are many who would complain about 
the dark but would not light a candle. And if 
Confucius said it, he might have been talking 
about our modern-day marketing executives. 

It is the normal thing today for executives 
to complain about the lack of information on 
industrial shows. No program on exhibiting is 
presented that doesn’t get nods from all and 
sundry when somebody charges that no other 
medium is so lax with facts. 

“What we need is an audit!” is the cry. “We 
should have audits of shows just as we have 
audits of publications,” goes the song. It's sung 
at every gathering of people concerned with 
their companies’ exhibits. 

These good people haven't lighted the candle 
yet. They're still complaining about the dark. 


What seems to escape most observers of the 
trade show scene is that you can't audit some- 
thing that doesn’t exist. You can audit a pub- 
lication’s subscriber list because you know (in 
writing) who will receive the publication. But, 
at a show it is different. You don't know who 
will come. Until the show closes, you have no 
figures to audit. And if the show goes to an- 
other city, your audit of the first show may be 
far from the facts that develop at the second 
show. 


Does this mean that you can’t ever get sta- 
tistics’ on show audiences? Not at all. What 
we're saying is that you can't get the same thing 
for a show's attendance as you can get from an 
audit of a publication’s readers. There’s little 
similarity between the two. 

How can exhibitors light the light? There 
are two ways: First, demand from show man- 
agers that they provide breakdowns of attend- 
ances (geographically, by industry and by title). 
Some show managers do this now. Many would 
if their exhibitors demanded it. 

When you get these breakdowns, make sure 
you don’t accept them as fact for the next show. 
They are merely indicators for the future and 
fact on the last show only. (If you feel that 
these facts should be audited by outsiders to 
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keep show management honest, this may be a 
worthy crusade. But, keep in mind, this audit 
will not be the same as a publication audit, as 
we have mentioned.) 


What's the second thing you can do to light 
a light in this darkness of show statistics? Invest 
a little in your own research. It will be more 
valuable to you, and it isn’t particularly expen- 
sive. 


It takes courage to research your show 
activities. For years you claim certain things 
about your exhibit (to top management) and 
now your claim is. put to the test. As we said, 
it takes courage, but the results are worth the 
gamble. 

Just recently we spoke to a marketing man 
whose exhibit at one of the largest and most 
popular industrial shows was being researched. 
His aim was to find out whether he should be 
in the show at all — although his company and 
most of his competitors have been exhibiting in 
the show for years and years and years. 


He didn’t want to find out who came to the 
show. From experience he pretty well knew 
who they were and from show management he 
had reliable visitor facts. What he wanted to 
know, do the people who come to the show 
really have an active interest in his product (a 
basic one) or do they pass him by (mentally) 
in favor of the more dramatic products at this 
show? 

We don't know how he made out because 
results are now being tabulated. They might 
indicate he should spend more on next year’s 
show or that he has been wrong in being in 
the show all these years. 


Whatever the results, it will take courage to 
take the right action. But it seems to us, the 
comparatively small percentage of exhibit cost 
that went into the research will more than pay 
for itself no matter what the study shows. 

If more companies would light this sort of 
light, they would invest their exhibit dollars 
more judiciously. 


INTRODUCING AMERICA’S LARGEST 
HOTEL EXHIBITION FACILITIES 


Here are over 41,550 square 
feet of unobstructed air condi- 
tioned floor space...an oversize 
elevated stage, 60’ by 60’, for 
display of vehicles, heavy equip- 
ment and product shows... at 
the famous Concord Hotel, 
where you get more work done 
while you have more fun! 


Here, too, your convention or 
meeting can also benefit from 
the Concord’s “‘drive-in”’ exhibi- 
tion space—exceeding 79,500 
square feet on one level, with 
unlimited floor load. 


All exhibit areas, exhibition 
halls and staging facilities are 
yours at no extra charge when 
your meeting is at the Concord 
Hotel. There are over 25 air- 
conditioned private meeting and 
exhibit rooms accommodating 
10 to 3,000 persons... dining 
room facilities for 2800 persons 
... over 1000 twin bedrooms. 
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Additional advantages of this 
American Plan hotel include: 


e Golf on two courses 

e Health clubs for men and 
women 

e Three orchestras 

« All star entertainment 

Four private dining rooms .. . 

conventioneers dine together, 

to discuss and fraternize 

90 minutes from New York City 

Nearby airport 

Indoor and outdoor pools 

Year-round ice skating 

All-weather sun bathing 

1000 bedrooms 

75 executive suites 

Modern shops 

Open ail year round 

Every facility to keep your 

men (and their wives) on the 

spot, available for meetings 


Yes, the Concord has the facili- 
ties and the manpower to help 
make your convention the 
greatest ever. We’ve had hun- 
dreds of the biggest and best— 
and they come back year after 


SALES MEETINGS/Part II 


THE ULTIMATE IN COMFORT. Deluxe air- 
conditioned master suites, each with TV and 
two bathrooms, edd pleasure and relexe- 
tion to your convention. 


year. Here are just a few of our 
recent clients: . 


Air National Guard e Gulf Oil -« 
Allstate Insurance « Motorola TV 
« American Road Builders Assn. +» 
DeJur-Amsco Corp. « Phileo TV 
« Metropolitan Life Insurance Co. 
« National Lead Co. « Ford « 
Mutual of Omaha + Westinghouse 
Electric Corp. « National Theatre 
Owners Assn. « N.Y.S. Kiwanis 
« N.Y.S. Wholesale Liquor Assn. 


For more information and new, 
illustrated Convention Booklet, 
call, wire or write, Dept. $ 


CONCORD 


HOTEL KIAMESHA LAKE, N. Y. 


RAY PARKER, General Manager 
Jay Cohan, Convention Sales Manager 


New York City Convention Office, 
41 East 42nd St. * YUkon 6-5910 
or Call Monticello 1140 
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CONVENTION 7 $9 hey 


ARRIVE AT OPENING OF SHOW.... LEAVE AT CLOSING... 
AS SIMPLE AS THAT!! 


| # RENTALS 


di COCHRAN 


a pay = “ay TRADE -INS 
Seeere.. | REFURBISHING 


i; — 


e Animated « Itinerant » Motion 


MODERNS CONTEMPORARY ANTIQUE EARLY AMERICAN PERIOD & OTHERS 


designers .. creators. mantactorers.. Cosevention | IMF, a. Jue. 


6700 WINCHESTER AVE. ATLANTIC CITY, N. J. 
PHONE: AT 3 - 2604 


AT LAST... a Complete Directory of Shows and Exhibits 
Covers All Industries, Trades, Professions 


No need to spend hours to find shows in which to exhibit or visit. Your research 
is done for you . . . it’s all here in this one book. 


LISTS OVER 3,500 EVENTS* . GIVES INFORMATION ON... 


Trade Shows Dates of Events 

Industrial Expositions Sites (cities, auditoriums) 
Technical Exhibits Executives in Charge 
Fairs and Public Shows Contact Addresses 
Foreign Fairs and Expositions Sponsor Organizations 
Medica! and Scientific Exhibits Expected Attendances 


“includes supplement in Spring, 1960 
Shows Listed Two Years in Advance... in Three Sections (listed by industry, by city and by date) 


SOME OF THE MANY WAYS YOU FREE TRIAL OFFER: 
CAN USE THIS HELPFUL GUIDE 10-day free trial. Put Exhibits Schedule to work. If it doesn't 


give you the facts you want, return with no charge to you. 


@ To pick exhibit opportunities EXHIBITS SCHEDULE 
h ; , Pa. 
@ To check events in related fields erecchiacessnamaatskuapnaragaagnliaeanies 


Please enter my subscription to Exhibits Schedule (which includes 


@ To schedule attendance by salesmen supplement in the Spring) at $25 a year. | understand | may return 
within 10 days for full refund if | am not satisfied 


@ To plan year ‘round exhibit program —— Title 


@ To check activity in particular city ey 


Address 


@ To find names, addresses of managers City 


2 Check encloséd 


@ To pick new shows for new products 


A Frank Discussion 
About Budgets for 
Incentive Sales Programs 


HE word “budget” has no place in an incentive sales program. 

lt should not exist. Here's why: The purpose of an incentive 

program is to reach a set percentage of increased sales above 

normal current output. These increased sales mean increased 

profits (or decreased losses). It's from these profits that you pay 

eaten @ entth the cost of your program. Final expenditures are determined 

tidy titde anld Sih ok cect solely by the volume of the increased percentage of sales 
program... attained. 


‘——. you start with neither budget nor travel prize when you plan an 
incentive program. Your first problem is to decide exactly what your marketing 
objective is. If you isolate this objective, you can then decide what kind of realistic 
goals can be set 


NLY when you know what has to be done and what can be attained, do you talk 

money and rewards. It is a simple matter to pick a spot that wil! spark contestants 
to put forth that extra sales effort. It's no trick to discover how much cash you have 
to work with to give the winner the time of his life 


HAT takes special! skill is to determine the true potential for your program—to 
develop goals that are fair and attainable. it takes competent analysis of your 
individual sales problem to determine whether your promotion will be successful. 


yun as an incentive goal has already proved itself through the years as being the 

most effective lure. Industry has found thet a trip is more enticing to get better 

performance than cash rewards. Incentive “rip programs work. And that is why use of 

incentive travel programs has been spiraling upward. The destination. . . or “prize’ 
can only be considered after you determine what you want to accomplish. 


Martin B. iger & Co. has been conducting travel incentive sales cessful program where we have been in control of the merchandising 
programs for 28 yeers. Our major contribution to industry centers plan. We take great pride in the fact that top management in 
around our ability to properly analyze your marketing problem and “blue chip" companies and advertising agencies have been relying 
arrive at a program that is realistic. We have never had an unsuc- on our judgment since !932. 


One of our experienced market analysts, specially trained to discuss your problems, is available by just contacting 
our nearest office. We will be happy to apply our many years of experience to your problem. 


H PLEASURE-PLANNED MERCHANDISING 


y- 
\ 
MARTIN B.IGER& co. — 


“ 


* TRAVEL PROMOTIONS * CONVENTIONS © INCENTIVE PROGRAMS 
“ age oe 
~ = = - 


— —- 


——— — 


TIMES BUILDING, 1475 BROADWAY, NEW YORK 36, Wisconsin 7-2888 


A WELL PLANNED INCENTIVE PROGRAM CAN: (1!) give you a lerger share of an existing market; (2) increase sales volume; (3) 
dispose of obsolete products; (4) strengthen distribution channels; (5) combat price cutting; (6) increase sales outlets. 
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FAMOUS LAST WORDS No. (13) 


"WE OUGHTA HAVE A MOBILE SHOWROOM ” 


.-- YOU SURE “OUGHTA” 


There’s a limit to what a salesman can do personally in 
carrying an extensive merchandising program to the trade. 
That’s why more and more companies are putting their 
“sell” on wheels—in the form of traveling showrooms 
which give their salesmen much better control of a 
sales presentation. 

Armstrong Cork Company, for example, recently com- 
missioned GRS&W to design and build interiors for 22 
traveling showrooms. Right now, these mobile display 
units are touring the country bringing Armstrong’s out- 
standing merchandising program directly to the door- 
steps of 20,000 retail dealers. By having all the sales and 


cRrRs &W 


5875 CENTRE AVENUE, 


merchandising aids, presentation equipment and actual 
products all in one central location, the salesmen are able 
to deliver the sales message in a much more efficient and 
convincing manner. 
GRS&W has constructed many mobile 
showrooms for clients with vastly dis- 
similar products and objectives. We'll be 
glad to discuss how this important me 
dium can fit into your sales promotior 
program. 
Send for interesting case history 
stories on ‘‘Traveling Showrooms.”’ 


exhibits and 
displays 


PITTSBURGH 6, PENNSYLVANIA 
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Ingenuity Is 
Mark of Today's 
Best Exhibits 


Subtle marketing concepts worked into 
some top exhibits, while others show 
imagination applied to budget and 
physical problems. These are examples 


of successful exhibits in current shows. 


PROSLEM: Te show ee ae gmt = PROBLEM: To design an exhibit to be viewed from all sides without 
at oe Pray ong “y room nag — = obstructing the vision of any one viewer. Give strong corporate 
mea yp wey! oo hee : “* + - bata identity. Convey through exhibit that products by National Gypsum 
ae — toe me Pete ae che _ Co., Buffalo, are “A Step Ahead of Tomorrow,” the exhibit theme 
ee ee sees O , graphs. Columns SOLUTION: Full cubical content exhibit was designed to provide 
rotate by a triple-timer mechanism. Movement acts . Ne RE : 

A f hibit. Thi hibi d lounge-type setting for visitor's comfort. Triangular pylons are con- 
D GROGNED GET VEE CI vere Ce Was Co structed with lightweight metal frames and covered with expanded 


signed and built by sae eS lsd., Conade metal. Gardner, Robinson, Stierheim & Weis, Pittsburgh, is designer. 


HOE E vane: @ 


oO? LORE SP eee 


oe 


mee. td. 


| an tuk Le 
jet Pie ant sft = at lid 


VRIBee = ve 


ome a “ihe hat 
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PROBLEM: Design exhibit to explain American Telephone & SOLUTION: Nine separate exhibit presentations with 105 
Telegraph Co.'s progress last year at stockholder’s meeting. lineal ft. of space. Exhibit is designed by Bertell, Inc., N.Y.C. 


4 


PROBLEM: Show build- 
ers ceiling material by 
Celotex Corp., Chicago, 
in exhibit space with a 
17-ft. clearance. SOLU- 
TION: An 8-ft. by 12-ft 
“floating” room in 
which live model talks 
to visitors by telephone. 
Colotex exhibit is by 
Award Exhibits, Chicago. 


PROBLEM: Display prod- 
ucts of Gould Pumps, 
Inc., Seneca Falls, N. Y. 
on one-shot bases. SOLU- 
TION: Modular put to- 
gether for expansive im- 
pression which can be 
broken-down into small- 
er exhibits later. Exhibit 
is by Norman Fisher 
Hadley, Buffalo, N. Y 


é uM ANUFA wo f NGin — 4 ae 
| iii de bl tee al 
, ore * wi 
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PROBLEM: Feature exterior and 
interior uses of redwood by 
Georgia-Pacific Corp., Portland. 
SOLUTION: Application of red- 
wood in exhibit with space to 
provide strong identification for 
dealers in local shows. Exhibit is 
designed and built by General 
Exhibits & Displays Inc., Chicago. 


a 
PROBLEM: Design International Nickel Co., New York City, 
exhibit to fit many spaces for re-use. SOLUTION: Cubic content 
exhibit on modular principle, by Jenter Exhibits, Mount 
Vernon, N. Y. Exhibit above and below are from same modules. 


PROBLEM: Celebrate the 85th anniversary of Farmers & 
Mechanics Savings Bank, Minneapolis. SOLUTION: Gay 
70’s teller cage fronts by Hass Display Co., Minneapolis 
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PROBLEM: Display 
fixtures by Univer- 
sal Rundle Corp., 
New Castle, Pa., so 
insides can be seen. 
SOLUTION: Fixtures 
were solidly 
mounted on the 
back-wall of ex- 
hibit designed and 
built by Rapport 
Studios, Cleveland. 


PROBLEM. Display 
the advantages of 
new stud-less wall 
partition by United 
States Gypsum Co., 
Chicago. SCLU- 
TION: Live demon- 
stration is used 
with model in Scot- 
tish attire to sug- 
gest thrift. Exhibit 
is built by 3-Di- 
mensions, Chicago. 


PROBLEM: Show 
multi- products by 
Gustin Bacon Co., 
Kansas City, in 
common theme. 
SOLUTION: Modu- 
lar walk - through 
exhibit with sus- 
pended ceiling to 
hide girders is by 
Manncraft  Exhibi- 
tors Service, Omaha. 
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PROBLEM: Explain Ohio Bell Telephone Co.’s System Materials type of exhibit in which speaker is used to explain technical 
in use today and plans for the future. SOLUTION: Conference information. Ohio Bell exhibit is by Ohio Displays, Cleveland 


PROBLEM: Design exhibit to help 
explain care and feeding of in- 
fants with Pet Milk. SOLUTION: 
Exhibit was manned with per- 
sonnel to talk to visitors. Accor- 
dion exhibit allows it to fit in any 
space from eight to 12 ft. 
Exhibit is by Gardner, Robinson, 
Stierheim & Weis, Pittsburgh. 


PROBLEM: Introduce new DUO 
Face Seal and emphasize ad- 
vantages of Timken Roller Bear- 
ing Co., Canton, Ohio. SOLUTION: 
Plexiglas sheet was cut to resem- 
ble bearing. Advantages were 
screened on small plastic discs 
and keyed to mock bearing. 
Duo exhibit is created by Custom 
Displays inc., Warren, Ohio. 


v 
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PROBLEM: Forest conservation ex- 
hibit called for special mechani- 
cal and electrical parts to give 
realistic motion. SOLUTION: 
“Smokey Bear and his friends 
were animated life-size. Talking 
exhibit presented by Keep Ore- 
gon Green Assn. and the U.S. 
Forest Service. Object is to bring 
live messages that Smokey gives 
on TV Exhibit built by Messmore 
& Damon inc., New York City. 


4 PROBLEM: Exhibit was to announce the new 
Overview publication which presently has re- 
placed two former educational publications. 
Buttenheim Publishing Co., New York City, wanted 
exhibit to give the complete marketing story of 
Overview. SOLUTION: Exhibit had walkways 
around exhibit with seats for visitor comfort. 
Visitors look down on exhibit which tells the 
number of educational executives which read 
Overview. Design on top tends to unite all drop- 
off angles of exhibit into a total impression. Ramp 
was designed to take viewers past display mate- 
rial in the proper sequence. Exhibit created and 


built by Functional Display, Inc., New York City. 


PROBLEM: Explain American Telephone & Tele- 
graph Co.'s use of communications systems in 
space. SOLUTION: Eight individual exhibit presen- 
tations by which visitors can pick up telephone 
and hear recorded explanation in futuristic set- 
ting. Part of Exhibit describes Bell’s communication 
system for Sage, U.S. defense system. Exhibit was 
developed by The Displayers, Inc., New York City. 
v 
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U. S. faces need for big export increase. 


We are going into more foreign fairs and 


are trying to make them produce sales of 
American goods. More U. S. manufacturers 
are being invited to exhibit because .. . 


DIRECTOR Walter S. Shafer, Office of Intl. Trade Fairs. 


Exhibits Now Our “Hard Sell” Abroad 


By WALTER S. SHAFER 


Diractor, Office of Intl. Trade Fairs, U. S$. Dept. of Commerce 


There's no better way for an 
American business to test foreign mar- 
kets than to show its wares in official 
United States exhibits at international 
trade fairs overseas 

And there’s never been a time of 
greater need for increasing exports 
than now. 

Two years in the service of our 
Government, after 40 years in a busi- 
ness that did a sizeable foreign trade, 
has been a rich and challenging ex- 
perience to me. 

Our United States Exhibit plan, in 
its sixth year, is made to order for the 
business that has never crossed the 
waters that separate the domestic 
market from many others on far con- 
tinents. But those continents are not 
so far these days. Ease with which 
goods of other countries reach us pro- 
vides food for thought, plus need for 
action. 

President Eisenhower's recent spe- 
cial message to Congress dealt with 
this need for action. He asked sup- 
port for a new national trade program 
~a hard-sell program. To help cor- 
rect a deficit in our balance cf inter- 
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national payments, this program em- 
phasizes the need to sell more goods 
overseas Such sales expand business 
create more jobs at home, and give 
better living 
through their purchase of this coun- 
try’s varied products 

Our trade fairs program has been 
showing these products—close up—to 
more than 50 millions of people in va- 
rious parts of the world. Now “hard 
sell” will be given greater emphasis. 

We continue to focus on telling the 
world about the United States and its 
free, competitive enterprise system 
But we believe our foreign policy ob- 
jectives will be served better by a 
more comprehensive display of this 
country’s technological development 
We want to show the adaptability of 
this development to the needs of other 
countries, and its competitiveness with 
other industries in the world. 

How better can we prove our 
points than by demonstrating, in ani- 
mation, America’s machinery, _ its 
manufacturing processes and its con- 
sumer goods? 

On my official missions to our far 


customers conditions 


flung exhibits I am impressed always 
by the eager faces that look upon our 
displays, seeing and feeling at close 
range, wonders they never saw be- 
tore 

In these exhibits there is appeal for 
evervone—men of commerce who 
come to inspect and compare with a 
view to market needs, people who 
have heard much of America and are 
interested in seeing for themselves 
what it produces. Uneducated as 
well as educated form lasting impres- 
They pick up illustrated pro- 
motional material, take it home and 
talk about their experiences with rela- 
tives and friends. Word about Amer- 
ica spreads far and wide from those 
who have had visual proof of its way 
of life 

Our official exhibits are in them- 
selves evidence of America’s ingen- 


sions 


iousness. In a few short years we have 
developed an exhibit “know-how” that 
sets them apart from patterns of cen- 
turies-old trade fairs in Europe and 
Asia. They are different, even, from 
the Soviet world’s great showcase pa- 
vilions that were set up in trade fairs 
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after World War II, the propaganda 
values of which drew the United 
States officially into the trade fairs 
field in 1954. 

American pavilions are not remind- 
ful of museums. There is animation 
and color and sound. One need not 
read to understand. Young men and 
women of the host country, carefully 
selected and trained, tell about the 
displays over which they preside—in 
the familiar local language. Exhibit 
layout and design has been perfected 
with the same sensitivity to crowd 
movement and eye appeal that pre- 
vails in store windows and shopping 
floors of America. There’s an atmos- 
phere of welcome and friendliness, 
certain to build goodwill and under- 
standing of all that our country stands 
for : 

With 1960's added emphasis on 
selling, attractive trade information 
booths are being featured. Exhibitors 
are urged to have well-qualified sales 
technicians in charge of their displays 
to show their products in the best 
light, make available 
printed matter, see that there are 
proper oral explanations—and to con- 
summate sales. 

As the United States experiments 
and initiates in the trade fairs field, 
others imitate. Our demonstration of 
values in animation has led to more 
animation in other national showings. 
As competition adds zest to domestic 
business, so it develops in our efforts 
to reach more markets abroad. It is 
the challenge of 1960 and the years 
immediately ahead. 

Whether an American manufacturer 
or supplier chooses to join an official 
United States exhibit, or show inde- 
pendently in an overseas trade fair 
—or both ways—he is taking the action 
so vital to the current Government- 
Industry program to spur a healthy 
growth in the face of in- 
creasing trade competition from other 
parts of the world. 


informative 


economic 


In order for an industry or business 
to participate in an official exhibit it 
must have a product that conforms to 
the needs for the showing at a par- 
ticular location. Advance study is 
made of what a country’s interests and 
needs are, and a theme developed to 
give the exhibit a locally-accepted ob- 
jective and appeal If a company s 
wares qualify for a certain exhibit and 
ire accepted for it, Office of Interna- 
tional Trade Fairs offers that company 
complete cooperation to properly ex- 
hibit its product 
vantage, of course, in being a part of 
a United States showing. It is well 
run by experienced hands, with all 
possible assistances for promoting the 
values of American products generally 
and exhibits particularly. 


There is great ad- 


Among na- 
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U.S. Exhibit Plans 


U.S. exhibits are now sched- 
uled in the following foreign 
fairs: 29th Intl Trade Fair, Poz- 
nan, Poland, June 12-26; 7th 
Damascus (Syria) Intl. Fair. Aug. 
15-Sept. 10; 29th Intl. Fair. 
izmir, Turkey, Aug. 20-Sept. 20; 
Jeshyn Intl. Fair, Kabul, Afghan- 
istan, Aug. 23-31; Intl. Autumn 
Fair, Vienna, Austria, Sept. 4-11; 
25th Intl. Fair of Thessalonika, 
Salonika, Greece, Sept. 4-25; 
intl. Trade Fair, Zagreb, Yugo- 
slavia, Sept. 10-25; 11th Ger- 
man Industries Exhibition, Ber- 
lin, Sept. 10-25; 8th Tunis 
(Tunisia) Intl. Fair, Oct. 14-30; 
U. S. Small Industries Exhibit, 
Colombo, Ceylon, Jan., 1961. 


tional exhibits at fairs that of the 
United States is naturally a crowd- 
getter 

Information on trade fair ap- 
proaches is available in the Depart- 
Office of Inter- 
national Trade Fairs may be con- 
sulted regarding official Exhibits; 
Office of Trade Promotion about in- 
dependent exhibits 

The Government is in no position 


ment of Commerce 


considering the modest budget for 
official exhibits, to accept all invita- 
tions extended each year from inter- 
national trade fair managements. Of 
the usual 50 received, only about 14 
can be act epted We can step up the 
number of showings in direct propor- 
tion to increased industry support in 
1960-1961. 
are made by an inter-agency govern- 
ment committee that considers the 


Decisions on where to go 


factors of -advantage to the United 
States in being officially represented 
by an exhibit at a fair 
As of April 1, Office of Interna- 
tional Trade Fairs has placed 84 ex 
hibits in 28 countries, since the start 
of the program in late 1954. Mor 
than 50.000.000 persons have seen 
these showings of American products 
provided b 
During 1960 
exhibits 
What of sales results? One solid 
indicator of buying interest came dur- 
ing the 1958-1959-1960 series of four 
I S. Small 
India (first time the program has set 
up exhibits “solo”, independent of a 
trade fair Equipment for these 
showings in New Delhi, Calcutta, 
Madras and Bombay, was a sellout 
So well suited was the machinery to 
the needs of India’s five-year indus- 


some 5.000 companies 


Sc hedule calls tor ] | 


Industries Exhibits in 


trial development plan that there was 
ready use for it in the small shops be- 
ing set up. As it moved across In- 
dia, the exhibit sold out at its close 
and was re-equipped for its next 
stand. How many orders for more 
machines and parts will result from 
these placements only the manufac- 
turing companies can tell 

At the windup of other U. S. ex- 
hibits, supermarket equipment has 
been sold in Yugoslavia and Spain; a 
filter tip cigarette making machine in 
Poland; costly TV _ installations in 
Yugoslavia, as well as fiberglas ma- 
chines; apple-sorting device in 
Greece—all sales forecasting further 
purchasing and continuing interest in 
American goods. If we had reports 
from participating companies on all 
oversease business subsequent to ex- 
hibit showings, the record would be 
impressive 

Our further confidence in the sales 
value of trade fairs participation 
comes from expressions like these in 
letters written to us 

It is interesting to learn that 
vou will place greater emphasis in 
overseas exhibits on the quality and 
performance of American products 
and the fact that these products are 
for sale. We heartily agree with this 
policy, intended to help the United 
States in the competitive struggle for 
world business “ 

“. «+ We are of the opinion that the 
Office of International Trade Fairs 
re nders a valuable commerne ial as well 
as political service to this country by 
reaching the common people of for- 
eign countries by visual insight into 
our standard of living and culture, as 
well as a completely understood ex- 
pression of our goodwill and assist- 
ince in their wh economic develop- 
ment . 

Our company has been export- 
ing products for over 60 vears and 
believe the Office of 


Irade Fairs is of great assistance to 


International 


American manufacturers in promoting 
the sale of our products in foreign 
markets Pt 

Whether we are exhibiting in our 
American 
Austria 
or Bari, Italy; 
tive demountable structures we take 
from fair to fair 
ernment-Industry 


permanent pavilions at 


Vienna Zagreb, Yugoslavia; 


or in one of our attrac- 


this successful Gov- 
program moves 
forward in the spirit of the old Amer 
ican slogan “the show-must go-on” 
Facing the national need for an in- 
creasing volume of exports, we extend 
1 cordial parti ipation invitation to 
companies that have not vet experi 
enced the satisfaction 
through 


overseas of 
“dramatizing displays the 
image of America as a free enterprise 


country.” ® 
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FREE SEEDLINGS are given away by Simpson Timber Co. at 
National Assn. of Home Builders Convention. Located at end 


ps fedis eee Sd 


of hall, exhibit manages to attract visitors with tree givea- 
way and exhibit design. Company ran out of trees at booth. 


Simpson's Rules Make Exhibit Work 


It had what you might say was the worst spot in the show—a 


dead-end hall—but Simpson Timber Co. put its nine rules into 


play and came up with a winning exhibit. Here is what company 


planned, what probiems it ran into, and why it did what it did. 


By THAYNE B. JONGEWARD 


Advertising and Consumer Relations Director, Simpson Timber Company 


Certain basic rules apply to almost 
any exhibit you may be asked to cre- 
ate. These are the rules we followed 
to produce an exhibit for the 1960 Ex- 
position and Convention of National 
Association of Home Builders: 


1. Start in plenty of time to al- 
low careful advance planning. 


2. Make best use of Space avail- 
able. 


3. Design exhibit as a unit rather 
than a display of separate elements. 


4. Create an enticement to attract 
traffic. 


5. Use design elements to attract 
attention and hold visitor's interest. 
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6. Determine number of products 
to be shown and those to receive fea- 
ture treatment. 


7. Plan traffic movement in the 
booth to avoid congestion. 


8. Decide method for distribution 
of literature 


9. Have booth adequately manned 
at all times with experienced sales- 
men 


This is how we applied these rules 
to the Simpson exhibit at the Home 
Builders Convention: 


1. Advance planning: NAHB con- 
vention, which ranks as one of the na- 
tion’s largest, annually attracts some 


35,000 builders, architects, distribu- 
tors and manufacturers. Although the 
convention was held in Chicago in 
January, we started to plan overall de- 
sign of the exhibit and relative place- 
ment of product lines as far ahead as 
May and June of 1959 

As a first step, we developed a 
tentative timetable of deadlines for 
various stages of exhibit design and 
construction with our advertising 
agency, Lennen & Newell, Inc., San 
Francisco, who coordinated details 
and supervised actual construction. 


2. Space: We were faced with the 
problem of creating a display for an 
awkward space, 13 ft. wide and 60 
ft. long. It was in a dead-end ele- 
vator corridor (not used during the 
exhibit) and considered undesirable 
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by many people because of its resem- 
blance to a long hallwav. A massive 
column was situated at the front cor- 
ner of the space which required spe- 
cial design treatment so as not to de- 
tract from the display. We felt, how- 
ever, that this space had excellent pos- 
sibilities for Simpson since it was large 
and could easily be seen by traffic 
approaching from three directions. It 
was larger than most exhibitors would 
want, but suited us 
needed plenty 
building 


because we 
of room to display 
products —~many of them 
must be shown in large pieces to show 


the beautv of wood grain patterns or 
in full size such as doors. 

Hence, we designed the booth to 
attract attention from all traffic chan- 


nels and to allow visitors to flow 
freely into and through the exhibit 
Panels were constructed to fit along 
the walls 


built in the extreme rear, and various 


A simulated room area was 


Simpson acoustical tiles were used for 
the ceiling. Existing hotel carpeting 
had a vivid floral design which 
clashed with the modern motif and 
color treatment of the display, so new 
carpeting was installed in the booth 

Entire display was constructed and 
set up in San Francisco so that we 
and agency account men could in- 
spect in critical detail. Minor correc- 
tions were made and the exhibit was 
disassembled, crated and shipped to 
Chicago for final installation prior to 
the opening of the convention. 


3. Design as a unit: Exhibit was ar- 
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ranged to appear as one single unit 
rather than as a mixture of diverse 
segments assembled together. We 
wanted a feeling of continuity and an 
expression of the central theme 
throughout the entire exhibit. Every 
effort was made to carry and maintain 
the interest of the visitor from the 
first panel through to the last 


4. Enticement: As an enticement to 
attract visitors, we gave away one- 
year-old Douglas Fir seedlings, potted, 
in a polyethylene container with plant- 
ing instructions. This not only sup- 
ported our exhibit theme—“Beauty Be- 
gins with Nature and Is Best Ex- 
pressed as Useful Building Products 
for the Home”—but informed people 
of Simpson’s extensive reforestation 
program. A leading newspaper man 
called the seedlings “the hit of the 
show!” 

We distributed seedlings in the ex- 
treme rear of the display which served 
a twofold purpose: (1) the builder 
had to pass completely through the 
exhibit to receive his gift; and (2 
people were more receptive to receiv- 
ing their seedlings this way rather 
than from a “barker-type” salesman 
at the front of the booth 

With convention exhibits located in 
three different buildings, miles apart 
in Chicago, our object was to get as 
many seedlings as possible in circula- 
tion throughout the entire exposition 
during the first two or three days. We 
hoped they would be seen and talked 
about to prompt others to come to 


EXHIBIT GOES UP (far left) as 
workmen put each piece in place 
according to exhibit plans. End 
of hall exhibit space gave ex- 
hibitor problem design wise. It 
had to be built to erase dead-end 
feeling to entice visitors. Douglas 
Fir seedling (left) is the tree dis- 
tributed free to NAHB’s visitors. 


the Simpson booth and ask for a seed- 
ling. It seemed to work because the 
entire supply on hand was exhausted 
before the closing of the convention 
and orders were taken for additional 
thousands to be mailed to homes of 
builders, architects and other visitors 


5. Design elements: We placed illu- 
minated red diamonds, replicas of 
Simpson's trademark, in key positions 
on the marquee of the exhibit to be 
seen easily from persons approaching 
in all directions 

The massive column at the front 
corner of the exhibit was fully used 
as a part of the display. The column 
was framed with display panels and 
counters. Front panel projected be- 
yond the column to accommodate 
mirrors and scale model versions of 
four brand new products displayed 
for the first time at this convention 
When viewers looked into circular 
windows cut into the front panel, an 
illusion effect was created, by means 
of trick lighting and the mirrors, that 
they were seeing the products at a 
considerable distance right through 
the huge column. For consistency of 
effect, and to tie in with all of ou 
other advertising and promotion, cir- 
cles and diamonds were used through- 
out the exhibit 

Other eye-catching displays also 
were used in the exhibit area. A water 
drip-test demonstrated water repel- 
lency of a new factory-primed red- 
wood siding which we call “Lifecoat” 

All panels were designed with easy- 
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to-read messages in bold-face type 
with samples and information on use 
of each product. 

Although not apparent to the visi- 
tor, but for convenience, we designed 
all panels on a module system and 
mounted them on structural framing 
to facilitate individual removal. This 
was extremely valuable in the final 
stage of construction, when inevitable 
changes were being made 


6. Products: Naturally the predomi- 
nant feature of the exhibit was new 
products. These were spaced through- 
out the exhibit area and easily identi- 
fied because of illuminated signs that 
flashed “NEW”. New products in- 
cluded two Forestone acoustical ceil- 
ing tile textures, a line of “Lifeclad” 
pre-finished |b sateen paneling with 
matching flush doors, Lifecoat factory- 


primed redwood siding, La Honda 
redwood paneling, Seven-Eleven ceil- 
ing height doors, and two designs 
The Sonata and The Concerto—from 
the new Symphonic door line 


All other home building products 
manufactured by Simpson had to be 
included in the exhibit and given con- 
sideration for appropriate display area 

We were faced with a difficult prob- 
lem when materials were needed for 
the exhibit. Our mills had not begun 
full production of some of the new 
products and some had to be specially 
made for the display. Time was the 
big factor in December when we were 
delayed while we waited for several 
new products 


7. Traffic control: With a booth only 
13 feet wide, we knew that traffic 
control was important. From experi- 
ence at many trade shows, we realized 
booths are designed too often without 
thought to visitor traffic patterns and 
result in congestion. We minimized 
this to a large extent by designing our 
displays to encourage traffic to cir- 
culate in a normal clockwise pattern 

Salesmen helped guide the flow of 
traffic and the simulated room in the 
extreme rear with a large picture win- 
dow was an added attraction. A rear- 
view projector covered the picture 
window with changing scenes. Seed- 
lings also were given away in this 


area 


8. Distribution of literature: We of- 
fered to mail literature to builders, 
architects and distributors for several 
reasons: (1) It would spare them the 
inconvenience of having to carry it 
with them; (2) it enabled the com- 
pany to establish a selected mailing 
list for future direct-mail promotions, 
and; (3) literature given out indis- 
criminately will frequently end up on 
the convention floor or in the nearest 
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waste basket. 

9. Manning the booth: Every morn- 
ing at 7 a.m., we held a breakfast 
meeting for our salesmen to deter- 
mine who would be in the booth and 
at what times. A basic schedule had 
been established prior to the conven- 
tion, but last-minute changes were 
frequently required. a visitors’ 
questions and any problems we had 
encountered were discussed at this 
time. 

Despite all of our careful advance 
planning and coordinating, certain 
things did go wrong. For example, 
the truck carrying the exhibit to Chi- 
cago ran into extremely bad winter 
weather and some high water enroute. 
Portions of the exhibit were found to 
be water damaged when uncrated on 
Friday evening 

With the exhibit opening on Sun- 
day noon, several signs needed re- 
painting, two panels needed retouch- 
ing, numerous elements of graphic 
material had curled or peeled off en- 


tirely, and a piece of carpeting was so 
badly stained it had to be replaced 
Incidents such as this could not possi- 
bly be foreseen, but by round-the- 
clock efforts all repairs were made 
before the convention was officially 
opened. 

Installation of carpeting over ex- 
isting carpeting 
problem. Under heavy traffic, it be- 
gan to creep and could not be firmly 
affixed because of hotel regulations 
By the time next year’s show rolls 
around we hope to find a solution for 
this 

Such incidents must be expected 
it is inevitable that minor emergencies 
will occur. Advance planning is the 
best preventative to eliminate many 


presented another 


headaches and we were amply re- 
warded by the results we achieved 

We feel the booth was effective 
and successful for Simpson in terms 
of increased traffic, inquiries and sales 


o 
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“Never worked a two-week show before, eh boy? 


How to Cut Exhibit Costs 


Cost-cutting sleuths of Exhibit Producers and Designers Assn. 


have searched all avenues for clues to lower costs. They have 


developed five areas in which designers and builders can help 


to save you money. There are six things you can do to cut cost. 


Watching costs of marketing mount? 
If costs of exhibiting is part of your 
concern, you have company. 

Nobody is more concerned with in- 
flation in exhibits than Exhibit Pro- 
ducers and Designers Assn. This group 
of professional exhibit creators says 
your exhibit costs should not have 
gone up in price at a greater percent- 
age than increased costs in your own 
business. According to EP&DA, your 
exhibit expenses should be in line with 
all other media. 

Best brains in the exhibit field have 
been working on this problem of ex- 
hibit cost control. EP&DA’s special- 
ists have devised many procedures to 
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cut final expense for exhibitors. “Right 
now,” says Raymond J. Walter, execu- 
tive secretary, EP&DA, “you can get 
more for your exhibit dollar than ever 
before, if . . .” The big “if”, he says, 
is if you plan wisely and early with 
your exhibit designer. 

Here are some of the ways EP&DA 
has been cutting away at your final 


costs: 


1. Exhibit setup: You pay for time 
when you erect an exhibit. If labor 
wastes it, you pay for it. One big rea- 
son time is wasted is that laborers 
may not understand setup instructions 
As they ponder and fiddle, you pay 


To beat this money-wasting practice, 
EP&DA has devised uniform setup 
drawings and instructions 

Each member of EP&DA (over 100 
of them in principal cities) now uses 
uniform instructions for erection. Sev- 
eral copies are made. One always 
travels with the exhibit. No matter 
where it goes, any EP&DA member 
organization can decipher even the 
most minute details because all facts 
were written in accordance to an over- 
all plan. All structural members of 
your exhibit are lettered and num- 
bered uniformly. Workmen who have 
never seen your exhibit can erect it 
quickly from the uniform instructions. 
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Barrens IS SAETY 5 


Intricate Exhibit 
arrives promptly... 


in perfect working order! 


U. S. Steel display components picked 
up in Chicago and Pittsburgh are de- 
livered in New York ready to operate. 


America’s Most Recommended Mover 


@ Electronic intricacy of one major component is the key to the 
automatic strapping exhibit which U. S. Steel's Supply Division 
entrusted to Mayflower’s moving care. It could easily be damaged 
in transit if not carefully handled. But when Mayflower delivered 
it from Chicago to New York City, it arrived in perfect condition 
and worked the first time it was plugged in. 

This type of service isan every day occurrence with Mayflower’s 
skilled packing and handling, plus the protection and cushioning 
provided by Mayflower’s new “air-ride” van. To save time and 


money, call Mayflower, to move your valuable exhibits. 
Ask for "17 Reasons Why” Booklet... a practical exhibit guide 
AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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COMPLETE “SERVICE PACKAGE”... ANYWHERE IN THE COUNTRY 


For over 20 years MANNCRAFT-EXHIBITORS SERVICE 
has been serving the needs of exhibitors, show planners 
and exposition management. 


Want an unusual, creative exhibit? Call Manncraft, 
winner of EP & DA national design contest. Need trim, 
attractive decorations for meeting or exhibit? Call on 
Manncraft, nationwide supplier of decorations. Booth 
furniture rentals, show consultation and floor plans, 
signs, booth erection labor, models, exhibit construc- 
tion? Whatever you need . . . wherever you need it . . . 
call on Manncraft—award-winning, one-stop service for 


every convention and show need. 


Experienced Personnel + Modern Equipment = Satisfied Customer 


‘MANNCRAFT 


EXHIBITORS SERVICE 


KANSAS CITY MIAMI BEACH OMAHA 
2100 Central 720 Alton Rd. Civic Auditorium 
BA. 1-8855 JE. 8-0787 JA. 4234 
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Added Attractions That Will Build Added Attendance S 


San Antonio has everything needed to blended a modern dynamic city of over 
make your convention, sales meeting or half a million. Everywhere are interest- 
trade show a huge success. ing things to see and do— 

Last year 197 meetings were held added attractions that will 
here with an attendance exceeding F: build added attendance for 
94,250. Many of these groups have any meeting. The famed 


selected San Antonio consistently : , Alamo; Mission San Jose, a 
year-after-year. = — National historic site and 


three other ancient missions—the charm 
of restored La Villita and the Spanish 
Governors’ Palace—air might displayed at 


) 


HOTELS are unexcelled and can pro- 
vide 2400 air conditioned rooms. Some of 
he finest motels i nation located : 
e : n the . _— Randolph, Kelly, Brooks and Lackland 
here offer hundreds of additional rooms. : 
Recent : ; ; ere Air Force Bases — beautiful parks and 
_ ENTERTAINMENT that 1s distinc- plazas — interesting old homes and un- 
tively different can be staged indoors or cual museums. 
at one of San Antonio's Side trips can be planned to nearby 
outdoor theatres. dude ranches, or to old Mexico. 
Out of San An- Trained personnel will work with you to 
tonio’s rich historical make your meeting an outstanding success 
heritage is pleasantly regardless of its size. Get the facts today. 


MUNICIPAL INFORMATION BUREAU, CONVENTIONS DEPARTMENT 
153G Navarro St. © San Antonio, Texas 


SALES MEETINGS/Part I! SALES MANAGEMENT 


2. Maintenance: EP&DA designers 
have worked to outwit the clumsy oafs 
who drop exhibit crates off truck tail- 
gates, bang them into walls and gen- 
erally manhandle what might be deli- 
cate display material. Through careful 
research, EP&DA has devised designs 
for packing cases to give maximum 

tection of exhibit material under 
roughest handling conditions. 

Packing case designs were distrib- 
uted to all EP&DA members last year 
as an aid toward final cost cutting. 
“Damage repairs and refurbishing are 
just as important an item of cost con- 
trol as original construction,” EP&DA 
points out. “With new packing cases 
designed to take unusual stress, our 
aim is to keep exhibits in top condi- 
tion longer.” 


3. Materials: EP&DA_ maintains 
chapters in most large cities. Through 
cooperative buying, chapter members 
have been able to get many basic ma- 
terials in quantity at considerable dis- 
count. Less costly materials is reflected 
in lower final price to exhibit buyers 
“While we can pass on many savings 
in cooperative buying and pooling of 
orders, you can't expect tremendous 
cuts in exhibit costs,” EP&DA points 
out, however, “Biggest cost in any ex- 
hibit is labor. Every piece that goes 
into an exhibit is custom-made. So 
even if we can make a 15% saving 
in material, material itself represents 
only 25% of total average exhibit.” 


4. Labor: Wages and salaries are 
the toughest problem for exhibit in- 
dustry. But this problem has not gone 
unchallenged. Local chapters of 
EP&DA negotiate union contracts to 
keep labor rates in line with those 
prevailing in industry generally. “You 
can't expect exposition labor costs to 
remain static while all other labor goes 
up. Big job for EP&DA has been to 
be fair to labor, but to prevent any 
‘hanky-panky’ that will reflect in un- 
fair costs to exhibitors,” says EP&DA's 
Labor Committee. 

One case of hanky-panky, EP&DA 
cites, is where union powers attempt 
to blacklist a “rebel” in the union, be- 
cause he challenges some union prac- 
tices. When some union boss at- 
tempted to threaten EP&DA members 
who hired a “rebel” in the local union, 
EP&DA members not only disre- 
garded the threat but joined in a law 
suit to prevent such unfair practices 
(which usually lead to higher labor 
costs). 


5. Ethics: EP&DA maintains a na- 
tional Trade Practices Committee and 
each local chapter has its own com- 
mittee. Aim is prevent unethical op- 
erations. Before an organization can 
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exhibits? 


A MILLION AND A HALF dollars worth of diamonds, 
under 24-hour armed guard protection, was used in a spec- 
tacular exhibit for Industrial Diamond Association at De- 
troit’s ASTME Show. Central feature was a replica of “Old 
Faithful”, spouting thousands of carats of sparkling dia- 
monds into the air. 


Dceciiiiaaiiaily AUTO SHOW at the New York Coli- 
seum has grown to a size that now rivals the traditional 
domestic car shows. This year’s event included some 300 
models from 80 manufacturers in ten countries. Of course, the 
American compacts found it desirable to be among those pres- 
ent in a big way. 


fee: NEW training aids is a full-scale plywood mock- 
up of cockpit and fuselage section of military aircraft, made 
in transportable units to travel by van. Inside are complete 
operating instrumentation and navigational equipment for 
demonstration and training. 


fi HE GIANT YOUNG electronics industry showed its style 
consciousness in the 1960 I R E Radio Engineering Show. 
Every inch of the four floors was jammed with an unusually 
fine and varied representation of the contemporary exhibit 
designer’s art. 


‘Tn BIG OPENINGS only nine days apart are taxing the 
facilities of the major New York exhibit contractors. Free- 
domland and the British Exhibition, each a major event in- 
volving a heavy workload, are making things hum this spring. 


More THAN TWICE the floor area of any other New 
York exhibit builder still not enough for Ivel. Natural growth 
of the exhibit industry, plus continued customer confidence 
has now required the leasing of an additional 10,000 feet of 
adjacent space. 


Mere size is not the only measure of a display-builder’s 
merit. We take special pride in the skill and efficiency 
of our personnel, and the infinite pains with which 
they execute the smallest detail. Try us on your next 
exhibit project. 


IVEL CONSTRUCTION CORPORATION 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York, HYacinth 2-3730 


be admitted into EP&DA member- 
ship, it must have been in business 
at least two vears and must maintain 
design, building and servicing facili- 
ties. “We have been accused of being 
tough with members as well as pros- 
pective members,” says Trade Prac- 
tices Committee. “Well, we have been. 
Few things will unfairly operate 
against an exhibitor’s budget than a 
shady exhibit house. While seemingly 
giving a bargain, the unethical house 
will cut and chisel on essentials. Final 
result, exhibitor has bigger bills in the 
end.” 


Trade Practices Committee cites 
this example of what can happen. An 
unethical operator will bid for a job 
and come in with a price startlingly 
low. He gets the job. However, he 
doesn’t tell you what to expect as a 
final cost. His contract may not lie, 
but it misleads. It says you will be 
billed separately for copy and mount- 
ing of products. However, he never 
tells you that on the basis of his de- 
sign, this item of copy and mountings 
could equal 50% of his quoted price 
“The ethical designer will let vou 


know exactly what to expect cost- 


5 aT, RAR as 


Your complete 
| Trade show package. 


Pd 


S See us for: 


Planning 
Designing 
Building 
Servicing 
Storing your 
exhibits 


Yor tree detarls 


CAZé... 


award 
exhibits 


308 WEST ERIE ST 


CHICAGO 10 


SUPERIOR 7-3188 
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wise. It may appear higher, but it 
isn’t. He doesn’t leave out cost items, 
in early negotiations. There are no 
last-minute surprises.” 

Another fellow that EP&DA says 
ultimately costs an exhibitor more 
money is the cperator who works out 
of his hat. He has no staff and no 
overhead. He operates as a broker. 
He gets a job and shops around for 
design and construction. “Problem 
with this fellow is that he can’t offer 
service—he has no organization,” says 
EP&DA. “When you need copy, or 
any change close to show time, he may 
have trouble getting it for vou. He 
has to depend on somebody else's 
labor which may be tied up. He has 
no labor force and can’t handle a show 
setup himself. So in the end, it prob- 
ably costs you more by the time you 
return from a show and add up all 
vour bills—and headaches.” 

It is easy to understand why 
EP&DA aims for high ethical stand 
ards, but why the big concern about 
cost cutting for exhibit buyers. Don’t 
EP&DA members make more money 
on higher bills? “Sure, we do,” says 
EP&DA. “Bigger bills mean higher 
gross this year. But what about next? 

“Exhibit medium is one of the most 
dynamic marketing techniques. It of- 
fers an exhibitor opportunities for 
demonstration and presentation un 
matched by other media. However, 
when an exhibitor has to invest more 
in the medium than he can hope to 
get out in sales, this ends it. 

“Our big job, today, is to make each 
dollar invested by industry in exhibits 
do twice as much as it did last year 
It is only when exhibit results far out- 
weigh investment that EP&DA mem- 
bers will prosper.” 

While special EP&DA committees 
try to whittle down costs and devise 
cost-cutting procedures, they have 
come up with a half dozen things ex 
hibitors can do, too 

1. Plan early: One thing for which 


you get nothing is double-time 
charges. Why pay twice as much as 
is wasted by 
last-minute Charlies than in anv other 
phase of exhibiting,” says EP&DA 

2. Shipping facts: Another big cash 


eater is the last-minute frantic search 


necessarv? “More mone, 


for an exhibit in transit. Long-distance 
calls, last-minute exhibit substitutions 
air shipments ill contribute to un 
re ills avery sim 
EP&DA 


Check with vour carrier to learn when 


necessary costs. “It’s 
ple thing,” according to 
your exhibit should arrive. Send com 
plete facts to the man who is to receive 
the shipmént. Tell him the carrier, ex- 
pected arrival time, weight of ship- 
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ments, contents and waybill numbers. 
Without all this data, it is not difficult 
for a man in the destination city to 
trace a delayed or missing shipment. 
Make it a practice to send details of 
shipping to someone at the destina- 
tion. Nine times out of 10 it will be 
unnecessary. But that 10th time, it 
could save plenty in time, cash and 
aggravation.” 


3. Use a check list: “Even the ex- 
perts— especially the experts — use 
check lists,” EP&DA points out. “We 
have devised several with cost saving 
in mind. When you forget something, 
you pay for it.” EP&DA’s check lists, 
“Quick Hints” and “Convention Show 
File,” are available without charge 
from any EP&DA member. 


4. Show information: “Here’s an 
expense and worry item that exhibitors 
cause themselves. It’s last-minute 
changes on the show floor made neces- 
sary because the exhibit does not meet 
show regulations,” EP&DA says. Ac- 
cording to EP&DA’s cost-cutting 
sleuths, this practice costs more money 
than you might expect: Show manage- 
ment sends out bulletins and instruc- 
tion to exhibitors. However, exhibitors 
do not pass this information on to their 
designers and builders. Result, infrac- 
tions of rules are “designed and built” 
into an exhibit. To eliminate them, you 
pay é 


“Make it a 


“whenever 


says EP&DA, 
vou receive literature from 
a show manager, pass it on to your 
exhibit house. Your designer can spot 
unusual requirements on special regu- 
lations and create an exhibit to con- 
form. Unless he knows about this in 
advance, vou suffer.” 


rule,” 


5. Space Selection: “Let your ex- 
hibit designer confer with you when 
vou select space at a show. Generally, 
he knows the hall so well, he is fa- 
miliar with every pillar, post and re- 
ceptacle,” EP&DA points out. “He 
knows which posts may be problems 
or have some advantage in your over- 
all design, and he knows how traffic 
usually flows in most halls. Too often, 
exhibitors select space and hand de- 
signers problems that could have been 
avoided (and save money). It doesn’t 
cost any extra to use the hall experi- 
ence of your designer, so why not call 
on him early and save yourself from a 
possible added expense?” 


6. Setup Service: “Unless yours is 
a self-contained exhibit which sets up 
by merely swinging open a packing 
case door, it pays to have your exhibit 
erected by a competent service or- 
ganization,” says EP&DA. “Your local 
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EP&DA builder can arrange to have 
a fellow-EP&DA member in the show 
city set up your exhibit. Through uni- 
form erection instructions and with 
complete full-time service crews, 
EP&DA organizations can take advan- 
tage of straight-time set up and dis- 
mantling.” 


Under emergency conditions, local 
EP&DA chapters often pool resources 
to supply erection service equitably. 
For instance, when a big show hits 
town and there is an unprecedented 
demand for setup service, EP&DA 
members can create an order pool. 


All orders for exhibit setup go into 
the order pool. Orders are timed and 
distributed in order to EP&DA service 
organizations. Thus, each organization 
shares the load and this even distribu- 
tion of orders helps to eliminate bot- 
tlenecks (and increased costs). If one 
service organization had five orders 
on tap while another had two, some- 
body might be heading for overtime 
Through the order pool, even distribu- 
tion of work allows the limited time 
for move-in and move-out to be used 
most economically. 


One phase of EP&DA’s work that 
is pad ~iseciie improving the exhibit 
medium is its Industry Cooperation 
Committee. This group a with 
show manager associations and audi- 
torium managers. Through confer- 
ences, ideas are exchanged and prob- 
lems discussed to create smoother 
working shows 


And on the subject of conferences, 
EP&DA holds conferences with ex- 
hibitors themselves. “Many local chap- 
ters of our organization regularly in- 
vite panels of exhibitors to their meet- 
ings,” EP&DA reveals. “These no- 
holds-barred panels are free to say 
whatever they like. We want to hear 
exhibitor ideas and needs. We want 
to know their problems. 


“Right now, exhibit designers of 
America are deep in creative searches 
to make exhibits more cornpelling, 
more productive and less costly. As 
the man says, ‘It ain’t easy.” We can 
bargain with labor (our biggest cost) 
but we can’t stop natural gains. Our 
aim, however, is to make every cent 
that goes into exhibits pay off in mar- 
keting gains for exhibit buyers 


“No matter how we plan and no 
matter what procedures we devise, 
final cost saving will always remain 
in the hands of exhibitors. In the last 
analysis, only early and thorough plan- 
ning with an ethical, competent de- 
signer and builder will help you get 
full return on your exhibit invest- 
ment.” @ 
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"BATON ROUGE 


200 roome of quiet luxury at 
Louisiana's largest, finest motor inn 


%.. 0 
Bellemont 


MOTOR HOTEL 
7370 Airline Highway 


Unmatched Southern convention 
locale. Completely air-conditioned 
meeting facilities serving from 
20 to 900 guests. Full banquet 
service featuring three different 
types of cuisine in four magnifi- 
cent restaurants. New swimming 
pool. All rooms with TV, air-con- 
ditioning. Makes any meeting a 
resounding success. 
PHONE: ELGIN 5-3311 


HOTEL 


Chieftain 


Council Bluffs 
7 attractive air-conditioned func- 
tion rooms for from 10 to 400 — 
full banquet service. 
PHONE: 7701 


Lafayette 


Clinton 
6 ideal air-conditioned function 
rooms serving from 10 to 376 
persons — banquet facilities. 
PHONE:CHappel 2-616 


HOTEL 


Tallcorn 


Marshalltown 


3 handsome air-conditioned func- 
tion rooms with banquet facilities 


for from 10 to 200 persons. 
a PHONE: 6641 


CLOSED-CIRCUIT TV FACILITIES: 
Adds flexibility, entertainment and additional 
interest to your meetings in these hotels — 


PFISTER, Milwaukee; CORONADO, 51. Lovis; 
ROME, Omehe. 


SALES MANAGEMENT 


— 


Vii hh fs yy” Wil 7 {5 


CONVENTION HOSTS ACROSS THE NATION! 


the ideal 
convention 
location— 
“justa 
step 
to everything!” 


- 


Governor Clinton 


7th Ave. at 31st St. 


A tower of hospitality with 
1,200 guest rooms, centrally 
located opposite Pennsylvania 
Station. Seven beautiful air- 
conditioned function rooms 
serve from 10 to 500, with full 
banquet service. Will make your 
meeting or convention an event 
to remember. 
PHONE: PEnnsyivania 6-8400 
TELETYPE: NY 1-8202 


‘w NEBRASKA 


HOTEL 


Lincoln 


Lincoin 
2 ballrooms and 12 air-conditioned 
function rooms serve from 10 to 
600, with full banquet facilities. 
PHONE: 2-6601 


9 attractive air-conditioned fune- 

tion rooms with banquet facili- 

ties for 10 to 400. Free parking. 
PHONE: ATiantic 9364 


Ideal meeting and banquet facili- 
ties for from 10 to 400 persons in 
the city’s leading hotel. 
Free parking. 

PHONE: $1 


HOTEL 


Coronado 


3701 Lindell Bivd. at Spring 


Internationally-renowned meet- 
ing place, with four beautiful 
air-conditioned function rooms 
for from 10 to 600 persons. Full 
banquet service. Guests enjoy 
the Midwest's favorite dining 
and drinking facilities. Conven- 
ient to everything in St. Louis. 
PHONE: J Efferson 3-7700 
TELETYPE: SL-287 


XCELSIOR SPRINGS 


Business is pleasure 
at this world-famous Resort... 


HOTEL 


only 28 miles from Kansas City 


Perfect convention spot of the 
Middle West, located in the roll- 
ing green Missouri hills. 5 beau- 
tiful air-conditioned function 
rooms accommodate up to 600 
guests. Full banquet service. 
All sports, new swimming pool, 
mineral waters, baths. 
PHONE: MEdford 7-2181 


MILWAUKEE 


the great name 
in hotels... 
mellow 
as history... 


. 


modern 
as tomorrow! 


Pfister 


Near Lake Michigan; 
on E. Wisconsin Ave. 


This famous hostelry near the 
shores of Lake Michigan offers 
meeting accommodations for 
from 10 to 2,000 persons, in 17 
versatile function rooms... all 
air-conditioned, with full ban- 
quet service. Central location— 
convenient to everything in the 
“Home of the Braves.” 
PHONE: BRoadway 1-6380 
TELETYPE: MI-206 


HOTEL 


Commander 


Cambridge 
8 function rooms for from 20 to 
200—full banquet service. 
PHONE: Kirkland 7-4800 
TELETYPE: WO-187 


HOTEL 


Beaconsfield 


Brookline 
Ideal meeting and banquet facili 
ties for from 10 to 250 persons. 
PHONI ASpinwall 7-6800 
TELETYPE: WO-18lg 


HOTEL 


Bancroft 


Worcester 
A wide choice of function rooms 
with full banquet facilities for 
from 10 to 800 persons. 


PHONE: SWift 9-414! 
ELETY PE: WO-187 


FOR INFORMATION ABOUT ANY OF 28 FIELDS HOTELS, 
PHONE LOngacre 3-4444, OR TELETYPE NY 1-3202 
EXECUTIVE OFFICES: HOTEL GOVERNOR CLINTON, N. Y. 1 


Victor J. Giles, Director of Sales 


FIELDS CONVENTION HOTELS IN THESE CITIES: New York, Brooklyn, St. Louis, 
Milwaukee, Miami, Brookline, Mass., Cambridge, Mass., Worcester, Mass., 
Excelsior Springs, Mo., Pasadena, Cai., Birmingham, Ala., Baton Rouge, La., 
Cumberiand, Md., Omaha, Neb., Columbus, Neb., Lincoln, Neb., Scottsbtuff, Neb., 
Clinton, lowa, Council Bluffs, iowa, Marshalitown, lowa 
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CP romotion 


INTERNATIONAL my. sss. 
CONVENTION fee 


AIR LINES, BUSES 


PLANNING i &£ RAILROADS 


BADGES & TROPHIES 
EXPOSITION a aT FURNITURE. 


t RENTAL AGENCIES 


CLOSED CIRCUIT 
TELEVISION 


NOV. 29, 30 and CONVENTION BUREAUS— 
DEC. 1, 1960 CITY & STATE 


LAS VEGAS HALLS: ARENAS 

CONVENTION CENTER CONVENTION REPORTING 

LAS VEGAS, NEVADA CONVENTION 
TRADE PAPER PUBLISHERS 
CREDIT CARD SUPPLIERS 
DIRECT MAIL SPECIALISTS 


EXHIBIT BUILDERS 


convention planners are >is 


your customers 
FLORISTS 


AN EXCITING NEW CONCEPT IN THE x3 FLAGS & BANNERS 
FS FOREIGN CONVENTION 
PROMOTION OF CONVENTIONS  ... é & TOURIST BUREAUS 


WHOLLY UNPRECEDENTED... i "aac 


BUT LONG OVER-DUE! ; HOTELS, MOTELS & 
HOTEL REPRESENTATIVES 


INSURANCE COMPANIES 


EXPOSITION FOR MEETING PLANNERS 


Now you can meet them . . . the nation’s meeting planners . . . at an exposi- 


MUSIC & 
ENTERTAINMENT AGENCIES 


tion just for them. Meet the men who plan our nation’s 80,000 sales meetings, 
24,000 conventions, 3,000 trade shows. 


This is an unparalleled exhibiting opportunity for every organization that PHOTOGRAPHERS 


sells to or serves the needs of meeting and exhibit planners. Nation’s leading ay 
authorities have contributed to the details and plans. Here’s what they say: 
asso sili 1 plans. H dda. SALES INCENTIVE PLANNERS 
SIGHT-SEEING 
Th type of exposition is sore | am most h that h tur A trade show of this kind that com 
aseted 0 will h s om on to ie- mA, +. prt iyten hy it will ~ pletely covers all phases of convention & STEAMSHIPS 
crease the effectiveness of trade shows extremely worthwhile for the industry activities would be wel! worth while and 
a very important advancement media John G. Sparkman, would fulfill a need in the exhibitic SPEAKERS BUREAUS 
Robert J). Mayer, Creative Services Manager field 
Executive Manager Monsanto Chemical Company Frederick Quelimaiz, TRAVEL BUREAUS & AGENCIES 


industrial Management § , Executive Manager 


nom oy “gummed VISUAL AIDS FOR MEETINGS 
International Convention Planning Convention is a 


“working show,” designed for suppliers who want to 


the men who make decisions. Everyone who attends 
. _ et ' INTERNATIONAL CONVENTION PLANNING EXPOSITION 
this event participates actively. In short, International 
8 So. Dearborn St., Chicago 3, Hl. 


Convention Planning Convention “means business.” 
1 am interested in attending the Inter: 
ning Exposition in Las Vegas, Nov 

Applications for exhibit space are limited to organiza Please rush me full particulars or 
tions that serve or supply meeting and exhibit planners 


Exhibit booths are laid out in 10x10’ and 10’x15’ units Name 


Company 


anagement of the INTERNATIONAL CONVENTION PLANNING City State 
EXPOSITION has staged 32 successful shows 


Address 


French Mos 


Frenchman Roland d’Albis finds it 
necessary to be able to interchange- 
ably speak French and English in a 
single telephone conversation. As head 
of French Expositions, Inc., New York 
City, he acts as go-between for parties 
interested in French exhibiting in the 
U.S. 

Americans who work with d’Albis 
think of him as the voice of French 
exhibitors in this country. His organi- 
zation is a non-profit corporation which 
is subsidized by the French govern- 
ment 

D'Albis operates an exhibit service 
to French companies. He arranges for 
French companies to buy exhibit space 
in American shows. He provides spe- 
cial promotions and publicity for 
French articipants. He takes the re- 
suntiliie for shipping schedules to 
see that exhibits arrive in time 

Probably his most important service 
is the exhibit advice he gives French 
companies. While the exhibit design 
is a company decision, d’Albis out- 
lines the most inexpensive way com- 
panies can effectively participate in 
American shows. Companies query 
him as to the type of shows in which 
thev should participate French Ex 
positions advises companies as to the 
proper shows for them based on prod 
ucts manufactured 

Whether a French exhibit should 
be built in the U.S. is a question 
which d'Albis often determines. At 
times it is cheaper to build some ty pes 
of exhibits in France and have them 
shipped to this country. In other 
cases, he finds an American company 
to build exhibits for participants 


—_ 
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French Expositions was organized’ 
in 1948. Prior to that time there were 
no French exhibitors in the U.S 
outside possibly at the 1939 New York 
World's Fair. Since 1948, d’Albis has 
gathered a mountain of experience in 
dealing on the American market 
through exhibits. In the beginning, 
many of French Expositions’ activities 
were largely trial and error 

Today, France is in a position to 
know more about American exhibiting 
than possibly any foreign country 
When asked if there were other coun- 
tries with similar organization, d’Albis 


PHOTOGRAPHIC SETTING is paintings 
by artist Harry Gricevics, Philadelphia. 
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Active Foreign Exhibitors Here 


French insurance company lends money to manufacturer who 
wants to exhibit here. Loan is paid back from profits on sales in 
U.S. After loan is paid, manufacturer continues to pay percent- 
age on profits of sales here. France has exhibit office in New York. 


reports, “I do not know of any perma- 
nent organization comparable to ours 
With the exception of Denmark's plans 
to create a similar organization,” he 
adds, “most countries have exhibit 
committees, but they do not main 
tain an office in the U. S.” 

Manager d’Albis believes that it is 
important to maintain a permanent 
office in this country. He reports, 
“Show managers like to work with 
someone they can reach easily.” He 
further speculates that more oppor- 
tunities have been open to French ex- 
hibitors because of a permanent or- 
ganization like French Expositions 

Once a company expresses a desire 
to exhibit in the U.S. and space is 
arranged through d’Albis, show re- 
quirements are forwarded to France 
While all his services to exhibitors are 
free, no portion of exhibit space, pro- 
duction or transportation is paid by 
French Expositions. He emphasizes, 
“We give services, but never money.” 

France has a unique financial ar 
rangement for French companies who 
wish to exhibit abroad. A government 
sponsored insurance company 
money to a company to exhibit in the 
U.S. Loan is paid back out of the 
profit from sales here. Once loan is 
paid off, company continues to give a 
percentage of American profit each 
year as interest. Program is a system 
whereby successful companies help 
others to become successful through 
foreign exhibits. 

French exhibiting in the U. S. takes 
on broader proportions than just com- 
mercial exhibiting in specialized 
American trade shows. Actually, there 
is a three-phase program which goes 
on around the year 

One area is the vertical! shows or 
regular trade shows. French com- 
panies exhibit in shows such as sci- 
ence, food, sportswear, textile and 
packaging. D’Albis considers this type 
of show an American innovation. He 


loans 
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INTERIOR of French Pavilion with 
French cultural show displays French 
wines and facts about French-U.S. 
commerce. Exhibit is on ground floor 
of the Festival of France” in museum. 


ENTRANCE WAY to French Pavilion within the “Festival of France.” 


explains, “Shows in Europe do not 
cater to one specific group of peopl 
or trade. They are held for the public 
in general.” Specialized shows in the 
U.S. give French companies an op 
portunity to direct their products to 
the people most interested in them 


French companies also exhibit in 
the so-called horizontal show. More 
like European shows, horizontal shows 
usually include the public and appeal 
to everyone across the board 

Wide interest shows give French 
companies an opportunity to develop 
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NOW! Enlarged Facilities aa 
CONFERENCES & SALES MEETINGS 


®@ 3 Air-Conditioned EETING ROOMS. 
(largest Roon seats 100 comfortably) 
@ New Air-Conditioned COCKTAIL LOUNGE. 
@ Sleeping Accommodations for 175 Guests. 
@ Lobby and Main Dining Room Air-Conditioned. 
®@ Year-Round Heated SWIMMING POOL. 


» oe located in Tri-City area. Near Exit 24 of 
. ¥. Thruway and Northway. 


AO SAWYE 


MOTOR INN & RESTAURANT 
1444 WESTERN AVE. - ALBANY. WN. Y. 
PHONE HEmiock 8-3594 


If you mean business, 
come fo... 


Gqjad 


HILLSBOROUGH COUNTY, FLORIDA 


Get more done and still have fun! Facilities——for 25 delegates or 2500 
That’s the good balance you get 
for your sales meeting or convention Accommodations—Modern hotels ond 
in Tampa. Recreation and entertain. motels, at moderate year ‘round rates. 
ment? Sure, worlds of it, but not 
overemphasized to the point it cuts Easy-te-get-te—by rail, cir (9 air- 
into your important business meetings. lines}, bus, or highway. 


For information write, Convention Service—experienced, cooperative 
Department,Greater Tampa Chamber Convention Department to relieve you 
ot Commerce, Room C,Chamber Building. of a lot of detail. 


In-7a44 you'll get more done and still have fun! 


PLEAS : NESS* 


*Combising PLEASure with busiNESS! 


Combire convention business with gay resort 
life . . . put enthusiasm into each delegate, 
Frons the delegate? t—the Daytona 
legate’s viewpoint— 
Bech Resort Aree offers recreation . . . sports 
«+ attractions ...entertainment and a pleasing 
change of pace that naturally builds enthusiasm. 
From your point of view—excellent audi- 
torium space 
areas . . . over 20,000 rooms . 
mosphere to work in . 
convention committee assistance, 
2-wa int of view adds up to— 
NESS combining PLEASure with 
- » your pre-convention guarantes 
of success. 
GRMOND BEACH + HOLLY HILL + & DAYTONA + PORT CRANGE 


DAYTONA 
BEACH 


BESORT AREA 


Write 
CONVENTION COMMITTEE 
CHAMBER OF COMMERCE 
DAYTONA BEACH, FLORIDA 


SANFORD DESIGNERS * MANUFACTURERS 
INSTALLERS 
OF EXHIBITS 


WILLIAM SANFORD, INC. 


EXHIBITS 657 HARRISON STREET 


MEMBER OF SAN FRANCISCO 
EPandDA 


Convention 
perfect 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 
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multi-exhibits with a range of prod- 
ucts. Some of these horizontal shows 
lend themselves to portrayal of the 
culture of France. 

Less commercial aspect of French 
exhibiting in the U.S. are French cul- 
tural shows. American companies 
often wish to use the French flavor in 
special promotions. To obtain neces- 
sary items, they many times work 
through d’Albis. Neiman-Marcus, 
Dallas, with the help of French Expo- 
sitions, staged a French week. Ar- 
rangements were made for products, 
posters and pictures. A Paris fashion 
show was imported as special promo- 
tion. Even French newspapers were 
sald to visitors to add still more flavor. 
Similar arrangements have been made 
with department stores throughout the 
U.S. 

High on the list of cultural activities 
was Festival of France, a recent ex- 
hibition in Philadelphia’s Commercial 
Museum. Ejight-week presentation, in 
which France and Philadelphia joined 
hands to promote better understand- 
ing, occupied the major part of three 
floors. Some 30 sections of exhibits 
depicted French life. Special features 
such as concerts, cuisine demonstra- 
tions, fashion show, travel talks, and 
films were presented at various times 
throughout the eight weeks 

Included in Festival of France was 
a children’s festival in which all were 
dressed in authentic costumes. They 
performed the Maypole dance for 
spectators on the third floor. To set 
the mood for the dance, posters were 
plastered all over the auditorium-con- 
cert hall walls. (It was the largest col- 
lection of French posters shown any- 
where.) 

While not actually an exhibit, a 
sidewalk cafe erected inside Commer- 
cial Museum gave a Parisian atmos- 
phere. Visitors could actually order 
refreshments while looking over other 
portions of the festival. 

Fashions were displayed in an ex- 
hibit entitled “Avenue of Fashion.” 
Ten shop windows stocked with 
French fashions were on view to visi- 
tors who strolled through the “street.” 
Mood was similar to what one might 
expect to find in Paris 

Two fashion shows were given in 
addition to window fashions. A col- 
lection of Paris-designed original 
gowns, suits and dresses were shown 
in January. A March gala showing of 
145 Spring originals, direct from Paris, 
were worn by 15 French models and 
presented at Festival of France. 

A model of Philadelphia’s Inde- 
pendence Hall was set aside in a 
small auditorium room. Spectators 
came into room and sat down for a 
special presentation. Reason why ex- 
hibit was used at festival was that it 
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WHEN 
TIME 


Exhibit Advertising should sound a ringing call for attention 
. presenting a clear concise message with a dramatic flair. 


Your product may call for cool, 
subtle overtones or a commanding, 
attention-creating fanfare. Jenter 
Exhibits, Inc. is experienced and 
equipped to provide you with an 
inspired background for displaying, 
demonstrating and selling your 
product. 


If you have an unusual exhibit or 
display requirement and would like 
to see how the "Jenter Touch’ can 
help make your exhibit program 
come alive, please 


NTE OBIS gga 


PLEASE SEND MORE INFORMATION TO: 


NAME TITLE 
COMPANY PHONE 
STREET 
CITY STATE 


Paid ry Sai ) . 
. ‘ al Coe “4 ‘ a: x 
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IBM| EASTERN .*.:. 
2, inco Nickel | NBC | Seq. 


Honored by great organizations of America.. 


For Service 
Beyond the Call 
e of Duty 


: 
— 


* 


7 * Personalized attention: Your first contact at Henry Hudson 
becomes your group’s very own aide de camp, to guide you through 
your stay at the Henry Hudson, to take care of everything. 


e Choice location—steps from the Coliseum, a short walk 
to Times Square, Radio City. 


e Complete Facilities for groups of 10 —1,000, with largest 
banquet-meeting space of any hotel in the Coliseum zone. 


@ 1200 choice guest rooms: your group can stay together when 
you hold your function at the Henry Hudson. 


HENRY HUDSON 
oe Ss 


Available to our guests: The 
newest, most modern Vic Tanny’s 
Private Gym and Health Club. 
Swimming pool, men's and 
women's gymnasiums, steam 
rooms, massage facilities all lo- 
cated on premises. For details 
and special group rates, direct in- 
quiries to: Mr. Frank W. Berkman. 


had special French lighting which 
flashed and “danced” to music. Ex- 
hibit is actually to remain in Phila- 
delphia as a tourist attraction. 

Aubusson tapestries made up a most 
impressive portion of Festival of 
France. Designed by modern artists 
and woven by a handskill that has 
been famous since the 8th Century 
The 21 tapestries in collection are 
priced at $51,925. Collection was 
sponsored by the French Ambassador 
and the French Associations of Artistic 
Action. Tapestries are now touring 
the United States under the direction 
of the Smithsonian Institute 

Cultural shows such as Festival of 
France help cement good relations 
While French Expositions services 
those who wish to put together such a 
show, it in no way pays for any of the 
cost. Actually, Festival of France was 
planned in Philadelphia by the Com- 
mercial Museum. Yet, many of the 
exhibits were obtained through French 
Expositions acting as liaison for the 
Philadelphia museum 

Department store projects at first 
were generally the only type of ex 
hibiting open to French companies 
American show managements did not 
always allow foreign exhibitors into 
their shows. However, since 1948, 
more exhibit opportunities are open 
ing to the French. D’Albis believes, 
“Maintaining a permanent office has 
opened more opportunities.” 

Besides d’Albis, only other full-time 
emplove is his secretary. A “floating” 
staff is picked up for individual pro- 
jects. Many of these people are vol- 
unteers, but professional people are 
also hired at times to provide special 
ized services 

French Expositions, although com 
pletels separate, is like a little brother 
of Le Comité Permanent des Foires 
et Manifestations Economiques a 
l'Etranger, Paris. The committee is a 
permanent organization in France 
which promotes French exhibiting all 
over the world. French Commercial 
Ambassador Herve Aplhand works 
with both the permanent committ- » 
and French Expositions in order to 
build more commerce in the U. S. for 
France 

In looking aheed, d’Albis does not 
foresee France as a major contributor 
to the American market in the 60's 
Reason for his conjecture is that 
France does not at this time manu- 
facture many products that are mar 
ketable in the U.S. Evidence that 
French companies are eyeing the U.S 
market is the increased number of 
companies to exhibit here. 

When asked his opinion on exhibit- 
ing in ae as opposed to the U. S., 
d’Albis explains that European shows 


SALES MEETINGS/Part Iti SALES MANAGEMENT 


are larger, although less frequent. 
Most European shows charge substan- 
tial admissions. He relates that the 
European public pays equivalent of 
50 cents. (In Europe, price is con- 
sidered steep.) 

Intensity of French Expositions ac- 


tivities here in the U.S. reflects an 
attitude held by more and more Amer- 
ican companies. Marketing through 
exhibits has proven itself and appar- 
ently there is no end in sight as to how 
big exhibitions will grow. 


PR at Industrial Shows 


How's Your Company 
“Sold” to the Press? 


By ED GREIF 


Partner, Banner & Greif Public Relations 


One of the more common success 
stories told about industrial exposi- 
tions runs something like this: 

Company sales manager is on hand 
at his booth. In walks a prospective 
customer, highly prized by the exhib- 
iting company. “You know,” the sales 
manager reports a half hour later, 
“we've been having salesmen call on 
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that prospect for three years and he’s 
never talked with them. He's never 
even seen them. Now he strolls into 
our booth, chats a while and asks me 
to have a salesman call on him!” 

This familiar tale, with its mildly 
ironic twist, is heard in many varia- 
tions at any worthwhile show. It is 
one of the reasons why industrial ex- 
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RHODE ISLAND 


Cradle of Religious Liberty 
in America and the perfect 
historic setting for meet- 
ings and conventions. 


¢ 500 Rooms 


¢ with COMPLETE 
convention 
facilities 


BILTMORE HOTEL 


For further information write 
Hon. Walter H. Reynolds, Mayor 
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DISPLAYS and EXHIBITS 
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COAST TO COAST 
LONG DISTANCE MOVING 


OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


LAKE SHORE DRIVE AT OHIO.ST 


CHICAGO 11, ILLINOIS 


For full information, contact 

Eart F. Hopkins, General Manager 
or Michee! Weiss, Soles 

SUperior 7-4700 © TWX: CG22 


BOO 


America’s Most Interesting es 


$T. MORITZ 


ON-THE- PARK 


PERFORMANCE, 
NOT PROMISES 


Talk? We leave that to you 
at meetings, luncheons, 
banquets, receptions. Action 
is our platform and we 
deliver with newly redecorated 


or SOOO = mi 
In New omg | Jr Nothing Tops ‘| 


your convention business 
is a pleasure at the 


100% AIR-CONDITIONED THE YEAR ‘ROUND 


¥%& 14 comfortable meeting rooms, 
persons 

%& The center of business, civic and social activities 
in New Orleans 

% Home of the famous } BI ie Room for 
dancing and floor shows 

% Also for your dining convenience The Coffee Shop, 
Fountain Lounge, Coffee House and Plant tation 
Room. 


dining and 


SEYMOUR WEISS 


President and Managing Director 


A. C. BELLANDE 
Manager 


perfectly private function 
rooms, arranged to your 
requirements. Accommoda 
tions for 10...or 350. Our 
cuisine lives up to its famed 
reputation. The service does 
visiting dignitaries proud 
We'll even give you the sky, 
as a fitting backdrop to 
meetings in the Sky Garden 
Roof and Terrace Penthouse, 
high atop the St. Moritz. 


Vous fie only Tal 
ContineTAL hotel 


50 Central Park South 
+A. New York - PLaza 5-5800 | 
t ma Nancy B. Zabel 

Director of Sales 
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positions grow larger and larger. 

Question which has occurred to me 
over some 15 years of attending these 
shows is this: If the sales department 
is so successful at these shows, why 
doesn’t it pass the word along to the 
public relations department? 

Exactly the same situation prevails 
among editors as it does among cus- 
tomers. Frequently, the PR depart- 
ment tries for an extended period to 
get to see an editor long enough to 
place a major feature story. Fre- 
quently, it is impossible to do so. 

Then, at the exposition, the edi- 
tor walks into the booth to seek news 
about the company. 

What happens? He walks over to 
the nearest man wearing an exhibitor's 
badge. This man, it develops, is just 
a sales trainee but the editor is cour- 
teously turned over to one of the 
older men. This man, in turn, proves 
to be the Des Moines distributor who 
has been invited by the company to 
act as booth attendant for one day. 
He has spotted an old Iowa friend 
a top account—and our distributor 
has no intention of interrupting his 
conversation to talk to an editor when 
there is a possible sale in the offing 

So the editor stands around for a 
moment or two until another booth 
attendant spots him. Sometimes it is 
another sales trainee and the editor 
will get the same treatment all over 
again. If he is lucky, the editor will 
be told that the sales manager is the 
only man authorized to give informa- 
tion to the press 

Where is the sales manager? “Out 
to lunch. Why don't you drop back in 
an hour or so?” 

Every company executive who has 
ever attended an industrial exposi- 
tion knows that trade press editors 
will be out in force. A press corps of 
50 or so is not uncommon. At a 
really big show, number of editors is 
close to 200 and number of publica- 
tions they represent is much larger. 

Why do so few companies take ad- 
vantage of this obvious situation—an 
opportunity to speak to editors who 
are willing to trudge long aisles in 
their search for news? 

Contrast the editor's experiences of 
the preceding paragraphs with a bet- 
ter planned welcome. It is not quite 
so common, but it does happen 

Company PR executive—he may be 
a company employe, or he may be 
from an agencv—arrives in town the 
day before the show opens. He knows, 
from correspondence or telephoning, 
which editors will have checked into 
their hotels early. A few more tele- 
phone calls and a pleasant evening is 
arranged before the pressures of the 
show really start. It is here that friend- 
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perfectly suited for 
your convention 


Cho enger inn 


MEETING ROOMS 
Max. Copacity 
OPERA HOUSE 500 
HOLIDAY HUT 250 
DUCHIN ROOM 100 
20 to 50 


BANQUET ROOMS 


Mox. Capacity 

LODGE DINING ROOM 350 

CONTINENTAL 600 
RATES 


AMERICAN PLAN 
LODGE INN 


es “==.”* 
$21 s19 per person, single room 


(European Pion rates on request) 


CAPACITY 
Sleeping occommodations for 500 persons 


Numerous smolier rooms 


eeeeeeeeee eee eee eeeeeeeeeeeeeeeeeeeee 
Peeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


Owned and operated by 
UNION PACIFIC RAILROAD 


Sun Valley Lodge 


Planning o spring or fall conven- 
tion? One of the many reasons you 
will want to consider Sun Valley is 
that here you can't lose any dele- 
gates. No big-city problems such as 
having members housed at other far- 
away hotels. ..delays of waiting for 
taxicabs, or traffic jams. 


Along with excellent meeting facil- 
ities and room accommodations at 
Sun Valley Lodge and Challenger Inn 
there's a wide and wonderful variety 
of fun for all—including outdoor ice 
skating, golf, riding, swimming, fish- 
ing and skeet-trap shooting. 


for reservations 


. of additional information on rates, 
seasons and activities, let us send you 
our color convention booklet 
Mr. Winston McCrea, Mgr., Sun Valley, 
Idaho or Union Pacific Railroad, Room 
711, Omaha 2, Nebraska 


Address 
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not this... 


FOR CONVENTIONS 
WITHOUT TENSION 


JUG END BARN...Where You Can 
Really “Roll-Up Your Sleeves 


GREAT BARRINGTON. MASS. 
Tel, 434 


TO BETTER CONVENTIONS 
MORE STIMULATING MEETINGS. 


fb <i 


({OLDEN (ATE 
J wat 


Our new Convention Hall is 
designed to accommodate groups 
of 10 to 1600. Nine meetings 
can be held simultaneously. 
Fully equipped with every 
modern convention focility. 
© PERSONALIZED SERVICE 
Our staff includes convention 
experts, public relations men, 
secretories, photographers, 
with round-the-clock service. 


© ACCOMMODATIONS 
Larges? resort in the world! 
500 luxurious rooms, oll oir 
conditioned, including hotel, 
motel, cpartments and villas. 
Huge privote beach, 2 pools, 
tennis, dancing and entertainment 


@ MEETING SPACE 


For full detoils cod convention brochure, write 


William 4 Hines, General Manager 


20 acres on the Ocean at 194th St. 
MIAMI BEACH 54, FLORIDA 


THIS YEAR 
an 3 


fore... 


CN, MO 
Wilbd 4 


Montauk, Rew York 


CONVENTION 


FACILITIES 
too, are unsurpassed 


In addition to distinctive 
exhibit and meeting 
facilities in the hotel itself, 
the Montauk Manor theater 
provides an impressive 
convention Auditorium for 
up to 1,000 people 

plus an adjacent display 
area of equal size... plus 
private executive meeting 
and sales rooms. 


FREE 


18 hole championship course, 

professional! clay tennis 

courts, Surf Club and poo! 
.. all for the exclusive 

use of guests and members. 

Fabulous fishing, of course. 


Special Buffets ot Surf Club 
Larry Borsten 


Vice President and General Manager 
Allen Kobsa, Catering Manager 
Formerty with Hettywoed Beach Hote! 
Fer complete details 
and special American Pian rates 
contact 8. 0. Waterman, 
Convention Manager 
at MUrray Hill 2-5197 


Veber 


CORPORATION 
EXHIBIT SHOW DIVISION 


ONE STOP SERVICE 
COUNSELLING + DESIGN AND PLANNING 
CUSTOM FINISHING - ANIMATION -INSTALLATION( 
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ships for the company start which will 
have lasting effects. 

Next morning, the PR man is in the 
show’s press room to greet editors as 
they get their badges. He will be mak- 
ing appointments to meet them at the 
booth for a special, private demonstra- 
tion of that new model the company 
is unveiling. With others, he will sim- 
ply leave a news release and offer to 
make available any special photos the 
editors need for their own editorial 
requirements. 

That evening, a small, intimate get- 
together will be arranged at the com- 
pany’s hotel suite. Top company offi- 
cers will be there for an introduction, 
a short chat and a bit of refreshment. 
Both officers and editors are really 
busy now, but the editors will wel- 
come the opportunity to get to know 
the officials they are writing about. 

Shuttling between the press room 
and his company’s booth, the PR ex- 
ecutive will always leave word where 
and when he mav be reached. All 
wess inquiries will be turned over to 
ia When an editor needs to speak 
to a specific company executive, he 
will arrange an interview personally. 
When he needs some technical infor- 
mation, the request will not be han- 
died in the routine manner which 
visitors’ inquiries get. A quick, long- 
distance athins call will have the 
literature on the editor's desk before 
he gets back to his office 

Principally, however, the company 
spokesman and the editor will be 
meeting for a “selling” session. Ideas 
for by-lined articles will be considered 
for the coming year. Special needs of 
editors will be discussed and better 
service arranged. The PR executive 
and the editor—once the proper rela- 
tionship has been established—will find 
telephone and written communication 
far more effective for vears to come. 
There still is no substitute for face-to- 
face understanding. 

Basic to all this is common under- 
standing between the sales executive 
and the PR executive that the com- 
pany story must be “sold.” Sales execu- 
tives, once they understand the ap- 
proach and the need for it, can be of 
considerable help where “selling” is 
concerned. 

Given the basic understanding, the 
mechanics should be relatively easy. 
Corporate image everyone talks about 
these davs will be considerably en- 
hanced. The sales manager will be 
pleased to find that many of his cus- 
tomers can read and that, once inter- 
ested, they will buy. The PR execu- 
tive will find the days away from his 
desk fruitfully spent. 

Is your company missing one of the 
big advantages of exhibiting at indus- 
trial shows? * 
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SALES SAVVY ! 


for your trade shows, 
meetings ... conventions 


You can count on on Ohio-created display to 
tell your product story ... graphicolly .. . wi 
all the visual tools that spell sales impact. Let 
Ohio help you put your show on the road. 


TELEPHONE CHerry 1-3777 
ohio displays 


2206 Superior Avenue, N. W. 
Cleveland 13, Ohio 


FRANK ADDIS CLIFFORD McKAY 


SERVICE 


/ Amer 


es meet % 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
’ proper P. A. system functioning as it should, set up as 
» ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested—all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country. 
So check with Manger before your next meeting 
-—gee the difference real service makes! 


ALBANY, WN. %. NEW YORK CITY Convention Department, Manger Hotel: 
The Senne The Manger Vonderbilt 4 Park Avenue, New York, N.Y. (Dept. A-5) 
wir 


~ prion rear Please send me full information about Manger 
ROCHESTER, WN. Y. Hotel i ion fociliti 
_ CHARLOTTE, «. C is meeting and convention facilities. 


The Manger 
e Manger M 


SAVANNAH Nome 


The Monger 
The WN ser 7 ne & 


CLEVELAND 


The Manger 


WASHINGTON, D. C. 
The Manger Annor s 
GRAND RAPIDS, MICH. The Manger Homilton 


The Monger The Monger Hoy-Adoms 


JAPANESE HOSPITALITY is offered by Look Magazine to menswear conven- 
tioneers to sell advantages of advertising on both national and regional level 


Judo Exhibit Sells for Look 


Room in hotel converted into Japanese setting by exhibit design. 


Judo theme draws crowds to Look’s exhibit at menswear show. 


Unusual approach for this kind of show proves value of idea. 


The idea behind an exhibit is what 
really counts. Look magazine demon- 
strated that you can beat your exhibit 
competition into the ground with a 
strong idea. Elaborate settings and 
attention gimmicks will succumb to 
true creativeness is the lesson to be 
learned from Look’s exhibit at a recent 
menswear show in California. 

Look started with the problem: 
How can we effectively tell menswear 
manufacturers and retailers to adver- 
tise in Look? To help find the answer 
the magazine called in Display Work- 
shop, Inc., Hartford, Conn. Look’s 
Pete Muckenhaupt, acting as exhibit 
liaison to Display Workshop, says it 
took weeks of careful analysis and 
lengthy planning for the exhibit de- 
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signers to develop the judo theme 
used at the show. 

People sometimes feel that creative- 
ness is a flash of inspiration. More 
times than not, quite the opposite is 
true. Professionals will tell you that 
most often pure drudgery is respon- 
sible for good exhibit ideas. 

Look entered the California conven- 
tion (National Association of Retail 
Clothier and Furnishers) on the 
strength of an exhibit idea alone. 
Magazine used none of the usual pro- 
motion tools available such as adver- 
tising, publicity, handouts and local 
announcements. Only mention the 
Look exhibit room had was the normal 
alphabetical listing in the menswear 
convention directory. Visitors were 


pulled to the exhibit room by exhibit 
appeal alone 

Pete Muckenhaupt explains that 
first day traffic at the exhibit was what 
was expected normally. After the 
word got around, the Look exhibit 
became a show stopper. Exhibit visi- 
tors came in such numbers that han- 
dling traffic in and out of the hotel 
room became critical 

Look successfully competed on the 
strength of an idea, but even more 
important is the careful analysis that 
went into the judo idea. Factors had 
which indirectly 
“Two important 
Look readers are 


to be considered 
shaped the theme 
characteristics of 
age and location,” savs Muckenhaupt. 
Readers for the most part are younger 
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SHERATON 


-PORTLAND HOTEL 


Lloyd Center, Portland, Oregon 
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Here's a brand-new luxury hotel that combines indoor-outdoor living with 
these ideal convention facilities: 

Bonqvet Capacity 
Grand Ballroom ~~. ee 850 
California Room 80 
Oregon Room Pacific Suite . . 80 
Washington Room | 75 
Combination of Grand Ballroom 
and Pacific Suite i ae 1,150 1,600 
Additional Features: Five other ‘Hospitality’ rooms, each seating 25 for 
banquets, 40 for meetings; TV and air-conditioning; free parking. 

John H. Moore, Sales Mgr. 


SHERATON HOTELS 


COAST TO COAST IN THE VU.S.A., IN HAWAII AND CANADA 


Meeting Capacity 
1,200 
120 
120 
100 


the proudest 
name in 


EAST 


WEW YORK 
Park-Sheraton 
Sheraton East 
(the Ambassador) 
Sheraton. Atlantic 
Sheraton. Russell 


BOSTON 
Sheraton-Plaza 


WASHINGTON 
Sheraton-Cariton 
Sheraton-Park 


PITTSBURGH 
Penn Sheraton 
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BALTIMORE 
Sheraton Belvedere 


Sheraton Baltimore inn 


opens Fall, 1960 
PHILADELPHIA 
Sheraton Hotel 
PROVIDENCE 
Sheraton- Biltmore 
SPRINGFIELD. Mass 
Sheraton Kimball 
ALBANY 

Sheraton. Ten Eyck 
ROCHESTER 
Sheraton Hotel 


1960 


BUFFALO 
Sheraton Hotel 


SYRACUSE 


Sheraton-Syracuse Inn 


BINGHAMTON, N.Y 
Sheraton inn 


CHICAGO 
Sheraton Blackstone 
Sheraton Towers 


DETROIT 
Sheraton Cadillac 


CLEVELAND 
Sheraton Cleveland 


CINCINNATI 
Sheraton Gibson 


ST. LOUIS 
Sheraton Jeflerson 


OMAHA 
Sheraton. Fontenelle 


AKRON 
Sheraton Hotel 


INDIANAPOLIS 
Sheraton-Lincoin 


FRENCH LICK, ind 
French Lick-Sheraton 


RAPID CITY, S.D 
Sheraton Johnson 


SIOUX CITY, iowa 
Sheraton. Martin 
Sheraton. Warrior 


SIOUX FALLS, S. D 
Sheraton-Carpenter 
Sheraton Cataract 


CEDAR RAPIDS, lowa 
Sheraton Montrose 


SOUTH 

LOUISVILLE 

Sheraton Hotel 

The Watterson 
DALLAS 
Sheraton-Dallas 

NEW ORLEANS 
Sheraton-Charies 
MOBILE, Alabama 
Sher aton-Battle House 


WEST 


SAN FRANCISCO 
Sheraton-Palace 


LOS ANGELES 
Sheraton-West 


PASADENA 
Huntington Sheraton 


PORTLAND, Oregon 


Sheraton-Portiand Hotel 


HAWAII 


HONOLULU 
Royal Hawaiian 
Princess Kaiulani 
Moana 

Surfrider 


CANADA 

MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward Sheraton 
NIAGARA FALLS, Ont 
Sheraton. Brock 
HAMILTON, Ont 
Sheraton-Connaught 
OVERSEAS 

ISRAEL 

TEL AViV 
Sheraton-Tel Aviv 
opens January, 1961 
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DORIC BELLINGHAM, Bellingham, Wn. 


Meetings to 1700; catering to 1000. ' ved gam in th eC W =] S i 


depend on 
DORIC 


for successful 

DORIC LEAMINGTON, Ockiand [fy inne oy ® | TRADE SHOWS, 
Meetings to 1000; banquets to 750. . t v M E ETI | G Ss : 

a CONVENTIONS 


DORIC NEW WASHINGTON, Seattle 
Meetings to 500; banquets to 350. 


DORIC MAR MONTE, 
<3 Santa Barbara 


7 Meetings to 400, From Vancouver, 8.C., Canada, to San Diego, California, you'll 
bonquets te 350. find outstanding Doric facilities — with expert planning help and 
— dependable follow-through to make your meeting run like clock- 
work. Large or smoll, your meeting is of utmost importance to a 
Doric hotel. More and more organizations, throughout the West, 
have discovered that when it comes to planning o trade show, 
DORIC OCOTILLO LODGE, Palm Springs P con ion of ting, you can leave the details to Doric. Depend 
Outstanding for incentive program on Doric! Their quiet efficiency, friendly hospitality, and excep- 
winners; the desert's most lavish luxury resort! ; tional service assure you of success. Write for Free “Convention 
ond Meeting Plonner” which describes services and facilities 
available at all Doric properties. 


DORIC SURF RIDER INN, Santa Menica THE DORIC COMPANY 


Meetings to 300; banquets to 175. z E University Bidg. Seattle, Wash. MA 3-5400 


MEETING FACILITIES AT OTHER DORIC HOTELS & MOTOR HOTELS ON THE WEST COAST 


at the ) 


—fusther record ancanne YEAR! [- aie * BANQUET HALL 
QEAUVILLE 


NO WONDER! LOOK AT THESE FEATURES! 


© CONVENTION HALL— 24,000 sq. ft. of unobstructed floor space 
@ Seating for 4,000 people (For smalier groups, the auditorium can be partitioned 
into 2 or 3 more areas with sound proof walls.) 
® Banquet Facilities for 3,000 people in the Napoleon Room 
@ 20 Ultramodern committee meeting rooms for 30 or more poople AUDITORIUM 
@ 20 Meeting Rooms for 200 to 4,000 people 
35,000 square feet of exhibit space 
Air conditioned — Sound conditioned — Light conditioned 
Super abundant display space — projectioneered for conventions 
Hydraulic lifts for heavy displays 
Numerous Press Rooms and work shops, complete with telephones and 
typewriters for press releases 
Projection Room with complete visual aid facilities 
Ultramodern luxurious hotel accommodations for 100 to 1200 guests 


ENTHUSIASTIC REACTIONS CAPITOL RECORDS, INC.—The best we ever had 


1BM— Our convention—a tremendous success! — facilities and hotel cooperation! 
ADMIRAL TV—Our most successful in the SERVALL CO. -- You PROVED a BIG point! .. that 
Electronics Industry! a SMALL convention could be heid at the Deauville! 


OPTIMIST INTERNATIONAL — Never have we DICTAPHONE CORP. — Enjoyed the finest of all 
experienced such cooperation! the 18 annual Dictaphone Conventions! o EXHIBITORIUM 
and MANY, MANY MORE! 100°; AIR CONDITIONE 
PLANNED FOR PLEASURE Write or wire . 


DICK ELTERMAN “ a: 


Director of Sales 


Rene 
Stem e 


On THE “OCaAN aT 67th STREET « . y MIAMI BEACH, FLORIDA 
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JAPANESE AMERICAN GIRLS walk up 
and down hall carrying parasol to 
drum exhibit traffic to exhibit in room. 


people who foresee higher incomes in 
the next decade. They are interested 
in dress. Readers in rural areas tend 
to think of the magazine as a report 
on city life. While urban readers look 
to magazine as a guide to the latest 
menswear fashions. 

“A magazine that has energetic 
readers must reflect a similar dyna- 
mism in its book to keep pace,” Muck- 
enhaupt points out. Magazine's furor 
had to be conveyed to potential ad- 
vertisers through the exhibit. “Ag- 
gressiveness means growth, and few 
appreciate success more than adver- 
tisers,” says Muckenhaupt. 

Next step was to use theme of some- 
thing in American life which reflects 
dynamism. Sports were thought to 
best illustrate “action.” However, so- 
cial sports were dismissed on the 
grounds that everyone is already 
overly familiar with tennis, golf and 
swimming. Team sports such as foot- 
ball, basketball and baseball were 
equally unsuitable because of the 
number which would have to be 
crowded into a single hotel room. 

Boxing as a sales promotion theme 
has been over-worked. Such slogans 
as “get in the ring and fight” have 
been used so often that they tend to 
grate the public’s sensitivity. 

Display Workshop evolved the idea 
to use judo. It appeared to fill all nec- 
essary qualifications. (1) It is rela- 
tively an unknown sport in spite of 
popular trend to master the art of 
self-defense. (2) Judo principles are 
similar to those used in competitive 
business. (Use your opponent's own 
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MENSWEAR CONVENTIONEER is aided 
with sandal. Ceremony induces guest 
into proper mood before sales pitch. 


strong points against him. Continually 
keep opponent off balance with the 
unexpected.) Look hoped the same 
type of thinking would win new ad- 
vertisers. 

Strong spectator interest was a fac- 
tor that carried the decision to use 
the judo theme. At the same time, its 
practical application for use in a 
standard 14 ft. by 17 ft. hotel room 
worked into requirements well. 

Common reaction to the Look ex- 
hibit room was: What does Look have 
to do with judo? Perhaps some even 
wondered about the connection be- 
tween judo and menswear. Reaction 
was expected and two real Japanese 
girls (American born but dressed in 
authentic Japanese garb) escorted ex- 
hibit visitors around the room to ex- 
plain relationship. For any questions 
which might come up too envolved for 
the girls to handle, a Look man was 
on hand to answer questions more spe- 
cifically. 

To attract more visitors, girls often 
walked up and down hotel hall while 
holding a parasol on which was 
printed, “Look Merchandising Judo 
Lessons in Room 3220.” 

Personally conducted tours caused 
visitors to feel that they were par- 
ticipating in exhibit. To help further 
this notion, visitors were actually 
used to demonstrate judo throws. 
None were exposed to the actual exe- 
cution of holds. As visitors became 
involved in exhibit, they learned about 
Look and judo. 

Model judo instructor was dressed 
in traditional judo garb. Uniform 


Site for 
Successful 
Meetings... 


The PRUDENTIAL 


auditorium 


IN CHICAGO 


More and more leading business, 
industrial and civic organizations are 
making the “Pru” Auditorium the 
home of their sales meetings. 
Features like these are among the 
attractions . . . accommodations for 
up to 1100 people . . . flexible seating 
arrangements . . . catering service for 
425 seated guests .. . full 40-feet 
wide, 20-feet deep, raised stage . . . 
modern lighting and public address 
system . . . projection booth. 


For reservations, call: 
WHITEHALL 3-2800, EXTENSION 762 


(Also, smaller meeting rooms 
accommodating up to 50 people) 


THE PRUDENTIAL BUILDING 


RANDOLPH DRIVE, JUST EAST OF MICHIGAN AVENUE 
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IN THE HEART OF 
DOWNTOWN MINNEAPOLIS 


700 air-conditioned guest rooms and suites . . . 
room banquet facilities for 1,780 guests . . 
. 24,138 square feet of exhibition 
garage . 
ppe 


facilities for 3,255 . . ; 
space . . . 750 car connectin 
ing convention facilities in 


For information, write direct or coll 


ball- 


. conference 


. most outstand- 


r Midwest. 


THOMAS J. MOORE, President 
LOUIS L. TOROK, Manager 
TOM FITZGERALD, Sales Manager 


MINNEAPOUS, Federal 3-218] © NEW YORK, MUrray Hill 86-0123 
WASHINGTON, D.C., EXecutive 3-6481 « ATLANTA, JAckson 4.3484 
DETROIT, WOodword 2-2700 * CHICAGO, MOhawk 4.5100 


MINNEAPOLIS 


On Seventh St. between Nicollet and Hennepin Ave. 


consists of a white, jumper jacket and 
trousers. To reduce bagginess a col- 
ored belt is tied around waist. In 
judo the color of belt denotes the 
proficiency a man has acquired in the 
sport. Belts run from white to brown, 
green and black. Black belts are worn 
by the most accomplished judo men 
in the world. Usually it takes years 
for the most dedicated men to earn a 
black belt. Look’s judo man wore 
black. 
Exhibit told about 


copy visitors 


Look’s advertising value. Copy on 
walls told of the prestige of the maga- 
zine, amount of editorial stories writ- 
ten on menswear and information 
which wary advertisers want to know. 
Even with direct message on exhibit 
walls, over-all approach of the exhibit 
was “soft-sell,” which perhaps did 
more to enhance Look in visitors’ eyes 
than more direct commercial ap- 
proach. 

To stage such an exhibit room is 
not easy without encountering prob- 


a 


lems. Display Workshop found it had 
to cope with a sticky one to build an 
exhibit which would work in a hotel 
room. 

Exhibit traffic was a major hurdle 
which had to be solved. It was neces- 
sary to find a method to allow people 
to enter and leave through a single 
door. Answer to the traffic problem 
was that visitors would be guided 
through in groups by Japanese girls. 

While no one actually had to wait 
in line for any extended period, an 


ONE STOP SERVICE 
COUNSELLING - DESIGN ano PLANNING 
CUSTOM FINISHING - ANIMATION «INSTALLATION 


EXHIBIT SHOW DIVISION 


CORPORATION 


3443 SO. HILL ST. 
LOS ANGELES 7 
CALIFORNIA 
Richmond 9-1091 
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even flow of convention visitors to 
rocm gave onlookers the feeling that 
room had something worth-while. 


®& Room decor was another problem 
which had to be faced. Would it fit 
into the Japanese motif? Solution to 
this problem was to reduce the nor- 
mal influence of the room’s atmos- 
phere as much as possible. To do 
this, the room was stripped of all 
furniture. Hotel light fixture was 
taken down and in its place a _ 
Japanese lantern was hung. Exhibit 
ran across hotel room windows so 
there would be no distracting influ- 
ence. Luckily, the room wallpaper 
was subdued in design. Faint design 
never competed with exhibit as some 
harsh flowered wallpaper might. 
Most of the hotel wall was covered 
either by exhibit or props, since 
planners in the East did not know 
ahead of time the decor of room and 
didn’t want to take a chance. Over-all 
impact was that the Japanese flavor 
was lifted from the Orient and placed 
in the U.S. Yet, the exhibit had com- 
mercial enough appearance to remind 
visitors that the magazine was here to 


sell Look. 


B® Costumes for exhibit personnel were 
all purchased in Los Angeles’ a 
section. Girls were hired locally for 
beauty and true Japanese appearance. 
Look did not attempt to hire some 
well-known Hollywood celebrities, 
since it was felt that flavor was more 
important than personalities. Model 
judo instructor was hired on basis of 
being able to handle menswear con- 
ventioneers as well as show judo 
tricks. 


®& Color scheme of exhibit gave soft 
effect. Exhibit impact was dynamic 
with the gentleness of Japanese girls 
as escorts against the direct contrast of 
the strong, aggressiveness of a judo 
instructor. He indirectly told conven- 
tioneers that Look magazine gives ad- 
vertisers the power to accomplish their 
goal. 

Including the specially designed 
exhibit, transportation to the West 
Coast and back, and hiring people to 
man exhibit room, budget for the total 
project was modest. Cost to Look 
magazine was approximately $3,000. 

Look knew its merchandising judo 
had impact when other exhibitors 
openly showed concern about Look’s 
exhibit room. One exhibitor at the 
menswear convention reportedly de- 
manded, “Close up your room for a 
while and give the rest of us a 
chance.” Once you hear the others 
cry uncle, you fully realize the power 
of an idea, 
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You'll hold your most 


effective meetings 
with the NEW RCA 
LECTRONIC 
LECTERN 


GET YOUR IDEAS 
ACROSS FORCEFULLY 


... audience hears 
every word 


Speak from an RCA 'Lectronic 
Lectern and you know you're get- 


Built-in 
High Fidelity 


ting across clearly to the farthest Sound System 


corner of the room. Go ahead and 
call a meeting on short notice in any 
space that’s available. Your com- 
pletely portable ’Lectronic Lectern 
can go right along with you. Its 
powerful all-transistor amplifier, 
built right into the system, operates 
from any 110-volt A.C. outlet, or 
batteries. Transistors mean instant 
operation and long life. 


Tmk({s) ® 


Transistorized ! 


Operates from any 
110-volt AC. outlet, 
or from batteries. 


Complete with 
roa qua 
TV owen” 


Mounts on lectern or 
suspends around neck. 


RADIO CORPORATION of AMERICA 


LECTERN SALES 
CAMDEN 2, NEW JERSEY 


Radio Corporation of America 


Serves audiences 
up to 600 


Projects your voice to 
the last row. 


MAIL Comden 2. ¥. J. 


Cc 0 T p 0 N ‘ag send details on the ‘Lectronic Lectern 


TODAY | (iam 


STREET. 


cry. JONE STATE 


Portable! 
Sets up in 
30 Seconds 


Just open it up, 
plug it in, and 
start talking. 


MODULAR PRINCIPLE stacks high to give 
Xerox exhibit mammoth look with economy. 
Man sits in private conference space at far 
end, behind center machine, for conferences. 


Module Units Grow with Need 


Haloid Xerox adds to module exhibit units as budget and needs 
increase. Units designed to stack as well as stand side-by-side. 


Modules don’t serve every need for Xerox but cover most well. 


Displays and exhibits can play an 
important part of any sales program 
even though the amount budgeted for 
the medium may be small in compari- 
son with the total sales promotion 
budget. 

Although companies may spend less 
money on exhibits than other promo- 
tional media, they still expect more 
from exhibit designers than a booth 
that just does the job. They want 
smart, modern design and flexibility 
which gives companies more for their 
money. 

One answer to more for the cus- 
tomer’s money is modular exhibits. 
These exhibits provide a family of 
exhibits that a company can build as 
it has money to budget. Advantages 
of modular exhibits are that they keep 
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By C. R. SHOWALTER, JR. 
Vice-President, W. A. Displays, Inc. 


individual show inventories small, 
holds warehouse and freight costs to a 
minimum, provide flexibility, and 
eventually related elements go to 
make up a large-scale exhibit system. 
Competent exhibit companies now do 
not think of client’s immediate prob- 
lem without a look at his long range 
needs. (Especially where budgets are 
tight, and where aren't they?) 

Haloid Xerox, Inc. (manufacturer 
of document reproduction equipment) 
is one company that stepped up its 
promotional campaign for the xero- 
graphic process through modular ex- 
hibits. An exhibit was designed using 
five four-ft. units and one eight-ft. 
unit as basic theme for a major trade 
show. 

Later, two more four-ft. units were 


added. Following vear, this exhibit 
traveled 15,000 miles to 14 different 
trade shows and “talked” to over 51,- 
000 selected potential customers 
Show was split up, scheduled, routed 
and regrouped many times. Xerox ex- 
hibit was basically a half dozen dis- 
plays with little or no extra work 
required to meet show schedules 

Last year, Xerox had need of a large 
exhibit for an important trade show 
Special need gave company oppor- 
tunity to expand the company’s family 
of modular exhibits. Instead of build- 
ing one giant exhibit at great cost, 10 
were built which when put together 
made a large impressive booth. These 
10 units can be used in combinations 
with each other, and with ’the already 
existing units built before. 
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you sit down to business at a Western Hotel, count on comfort. Count 


everywhere. Western Hotel s take every care to make a stay a real 
VSP Service—23 better ways to make every guest feel like a 


Special Person—a service your organization deserves. With it all: Rooms 


in, rooms to sit tall in, the finest foods and beverages, the greatest array 


ng facilities, the swiftest Hoteletype reservation service and the best 


ith} 


n the West. Send for our Western Hotel facilities and location 


hotel 


folder. Write us at the Olympic Hotel, Seattle, Washington. 


ron Serice-only a Wagtern Hotels - 


INCORPORATED > 


nal Sales Office: 37 So. Wabash Ave., Chicago 


MAY 20, 1960 


a 
$3 Sa Y, ies Be ‘4... ler 


SWIMMING POOL 


BOARDWALK AT MICHIGAN AVENUE ATLANTIC CITY 


New unique coffee shop. Spacious quest rooms (alr- 
conditioned) fresh and salt water baths. Ship's Deck 
overlookin Boardwalk. Boardwalk Lounge. Famous 
Shelburne Dining Room, Golf on two courses. ice skating 
ee (winter seuuiieenian 

rooms feeturing GRAND BALL- 
ROOM "ond Kl a - oho ALL. LL. Seating capacity 1000. 


write MANOUS 5088. Vice President in Charge of Sales f\ 
Telephone ATLANTIC CITY 4-813! 


The ‘Pick’ of CHICAGO : 


ideal Facilities for 
CONVENTIONS 
MEETINGS 
PARTIES 
BANQUETS 

30 function rooms 


offer finest accommodations 
for as many as 1000. 


500 SOUTH MICHIGAN AVENUE 
Overlooking Lake Michigan 
Near all “Loop” Business and Entertainment 


*1000 Guest Rooms and Executive Suites 
+All Public Rooms Air-Conditioned 


AN ALBERT PICK HOTEL 


For full details write or 
Phone HArrison 7-3800 
Teletype CG-648 


Leonard Hicks, Mag. Dir. 
William J. Burns, Gen. Mor. 
Bob Lesman, Sales Mgr. 


Call or Write ... 


Complete Service in: 


DESIGN ©¢ CONSTRUCTION 
ELECTRICAL # ANIMATION 


POrter 4-541 | | 


ALLIED ARTS and EXHIBITS inc. 


Delaware's Largest Exhibit Builders 


ART @ SILKSCREEN 


PACKING © SHIPPING 


3009 BELLEVUE AVENUE 
WILMINGTON 2, DELAWARE 


VA | Mtl 


Washington’s most convenient 
meeting place... 

with every modern facility for a confer- 
ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C. 
“The Residence of Presidents” 

14th Street & Pennsylvania Avenue, N.W. 

Telephone: NAtional 84420 + Teletype WA732 


FABULOUS SAGAMORE 
WHERE THE GOVERNOR'S CONFERENCE 
WAS HELD } 


GREATEST IN 1960 


mew FOR 1960 
WONDERFUL! EXCITING! 
HEALTH CLUB 
WeATED CLYMPIC-SIZE SWIMMING POOR 


STEAM ROOMS AND HOT ROOMS 
SUNLAMPS e REOUCING ftQui 


MEETING ROOMS 50 TO S00 


# LARGEST CONVENTION THEATRE Im 
UPSTATE NEW YORK * ALL GUEST 
ROOMS AIR-CONDITIONED * “ONE 
OF THE TEN BEST GOLF CouRSES,” 
says N.Y. Times * GREAT CUISINE 


MAY - JUNE - JULY - AUG. - SEPT. 
IDEALLY LOCATED IN THE 
MIDDLE OF NEW YORK STATE 


Si BEAUTIFUL LAKE GEORGE 
LTOM LANDING, M.v. 
nN. Y. vs Broadway 7-3 
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From two basic shows, 18 separate 
displays were “born.” Combinations 
of these 18 units now serve the ma- 
jority of the company’s show require- 
ments for another year, at least. 

Modular exhibit was designed to fit 
a 10 ft. by 35 ft. area. Problem was 
to provide company identification, 
demonstration area, standby machine, 
conference section, walk-through area, 
and 80-90% re-use value. Answer to 
accomplish goals was height gained 
by double-decked modular units. 
Plans called for one unit to be upside- 
down to its twin to make a unified 
functional design element. 

Modules were bolted together 
through each “header” which housed 
a commercial two-lamp fluorescent fix- 
ture with vinyl diffuser sheet. One- 
inch-square steel tubes were bolted 
vertically to the rear of each bottom 
modular back panel lapping the upper 
unit. In this manner, two modules 
were tied together to make a 4 ft. wide 
by 16 ft. high section. Two of these 
larger sections were placed side by 
side, spacing panels next, then two 
more for a walk-through area of 8 ft. 
A corner unit of flat panels provided 
room for chairs, small corner table 
and folding screen. A final 4 ft. by 
16 ft. section was added. 

Each modular unit folds together 
to fit into a crate 50 in. by 50 in. by 
32 in. Header (top panel with com- 
pany’s name) and two, 4-ft. metal 
tubes are the only separate parts when 
packed for shipment. 

On top of the stacked modules was 
bolted a 4 ft. high background to set 
off the back-lighted dimensional let- 
ters. Thirty-eight hundred watts of 
lighting accented the basically black, 
white and turquoise color scheme. 

Stove pipe lights, screen panels, flat 
panels and large dimensional letters 
were necessary to tie the 10 units to- 
gether in this case. Possibilities of 
stacking are limited only by the de- 
signer’s thinking. 

What are the advantages of a modu- 
lar exhibit? (1) Display of this type 
are fast to set up. First Xerox 30-ft. 
exhibit was up in less than half hour 
by two men which means low instal- 
lation costs. (2) It creates compactly 
for low storage costs. (3) It is rela- 
tively light in weight for lower ship- 
ping costs. It facilitates and expedites 
individual show planning which allows 
lower administrative and design costs. 
(4) It provides a basic format for new 
promotional material at lower pro- 
duction costs. 

Xerox’s Advertising-Sales Promotion 
Manager Bill Hesketh says, “With a 
schedule of up to 30 national and re- 
gional shows each year (in addition to 
many local shows) it is imperative that 
great flexibility be built into our ex- 
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Only at Lido can you hold a convention sales meeting or training 
program that offers enviable proximity (one hour from New York 
City) plus the multi-fold facilities of a renowned resort hotel with 
one mile of private beach and boardwalk on the Atlantic Ocean. 
Convention delegates at this magnificent private resort estate are 
a willing and interested “captive audience” . . . an inspection-visit 
will make the reasons obvious . . . 


o 


HOTEL/BEACH CLUB/GOLF CLUB 
Lide Beach, L. 1., N.Y. 


On the Atiantic Ocean . . . only 30 miles 
from mid- 


Manhattan 
Open all year for meeetings and conventions 


On the 
MISSISSIPPI 


Co ad 1} 6 


For a well-rounded meet- 
ing, plan it on the Missis- 
sippi Gulf Coast. Over 
5000 modern beachfront 
rooms — meeting rooms 
for 20 to 2500 — banquet 
facilities for 1100 — exhi- 
bition space — marvelous 
food — fishing — swim- 
ming — golf — night clubs 
— easy to reach by car, 
train or plane. 


Get full convention data 
—send this coupon to the 
Chamber of Commerce BILOX! 
of one of these GULFPORT 
Mississippi Gulf LONG BSACH 
Coast cities 


PASS CHRISTIAN HC 60-SM-2 


For a meeting with everyone’s approval, the 


10 MILLION DOLLAR CONVENTION PLAN 


The incomparable facilities of the SEVILLE 
—one of Miami Beach’s most magnificent hotels 


K Yes, the SEVILLE offers your group a 
truly wonderful plan, combining unsurpassed 
facilities with fun, luxury and comfort 
for a “meeting with everyone's approval!” 


@ Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 

@ Seven meeting rooms for groups of 10 to 500 

@ 50,000 square feet of choice exhibit area 

@ Sunlit pools, cobana and play areas for 
outdoor fun and meetings 

@ Complete inventory of equipment 
FREE 21" TV AND RADIO IN EVERY ROOM 
500-FT, OF PRIVATE WHITE SANDY BEACH 
2 POOLS + 100% AIR CONDITIONED 


For complete information and newly-published 
free copy of our FULL-COLOR GUIDE TO THE 
SEVILLE write Joseph Carbone 

Director of Sales 


a —— “ 
EVILLE wn 
A Complete Oceanfront Block, 29th to 30th Sts., Miami Beach 


oe 


SSSSSS|SSSN 


" ere or false? 


Jamaica is the place to hold your next sales meeting 


.. & 
or Jamaica has 1001 things to do and see when business 


is finished. Jamaica defies anyone to be bored. 


PIC) Jamaica offers superb facilities for meetings large 
or small —the business part of meetings run like 


c lockwork. 


eRe Jamaica is an exciting, “foreign” place to be — the 
“pleasure” part of meetings is unforgettable. 

ee Jamaica is not expensive — people are ill advised 
to hold their meeting just anywhere when they can 
hold it somewhere — and for no more! 

Be Jamaica is old-fashioned in the sense that it really 
wants to please people, and doesn’t just pretend to. 
The difference is apparent instantly. 

[| Jamaica enjoys dependable weather. If the weather- 

i . . 

man himself had to schedule a sales meeting, he 
would probably schedule it here. 


[] [] You should come to Jamaica because it’s no place like home 


If you have marked all the above statements ‘true’ . 
then you need no further convincing. If not, better see for yourself, 


JAMAICA IN THE WEST INDIES « Jamaica Tourist Board, Kir J 
SEE ANY TRAVEL AGENT « Jet service from major cities: 10 internatior 


aig Jamaica offers free port shopping with outstanding 


bargains in fine merchandise from all over the world 


- watches, cameras, perfume, liquor, etc. Meetings 
in Jamaica have an incentive plan built right in! 


[JI Jamaica is the place pirates used to hold their own 
] 


sales meetings in days of yore. Pirates could go any- 
where. They came here. 


Soe Jamaica has tourist offices in major cities. They'll 


bend over backwards to make any sales meeting a 
rouser. So will any travel agent. 


aig — a is mere hours away 


by air — even closer by jet! 


which they all are, 


iow York. Miami and New O 
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hibits. Each one must be designed to 
fit many different situations. To do 
this without loss of exhibit individual- 
ity and ‘freshness requires the best 
creative and design chorts of exhibit 
builders. Success in these efforts means 
that one good exhibit can do easily 
the work of 10 hastily or poorly de- 
signed exhibits at lower costs.” 
Modular exhibits are not the last 
word for all exhibiting problems, but 


they do have a lot to offer companies 
with a reasonable amount of show 
commitments. Even Xerox has its spe- 
cials, such as its Copyrama Road Show 
and its Grand Central exhibit, but 
here again re-use value was a con- 
siderable factor in initial design stages. 

With high costs of trade show par- 
ticipation, exhibitors want more for 
their investment, and they do with the 
modular approach. 


From Arena to Banquet Hall—Eight Days 


TRANSFORMATION of Omaha's Civic Auditorium (top) into a colorful 
banquet hall to seat 2,200 people (bottom) called for 14,720 yards of 
taffeta material. Key to the changeover was suspension of drapery 
walls from the ceiling of the auditorium with a spider web of ropes 
and cables. Drapery walls rose 42-ft. high. Chief Designer, Lynn Stacey, 
Freeman Decorating Co., says, “Trickiest problem was to perch a 79- 
piece orchestra, conducted by Arthur Fiedler, up among the balcony 
seats and to back up the orchestra with a rear projection screen.” 
Screen was used for slides in a musical “Around the World” production 
number. In the center » the arena a chandelier 36-ft. in diameter, 16-ft. 
high, with 50 lights was suspended. Cloth material of chandelier covered 
the arena scoreboard for sports activities. An Indian-head medallion, 
16-ft. in diameter, was hung behind the speakers’ table. Also a larger 
20-ft. rendition of medallion was displayed outside the Civic Auditorium. 
Occasion was Mutual of Omaha’s Golden Anniversary Banquet, which 
was nationally televised. Hall transformation took eight days. It took 
four months to ready materials. 
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MONICA 


Where the Mountains Meet the Sea 


MEET in: 


New Civic Auditorium, featuring: 
Largest tilting floor in the world 

Sloping seating for 3,000 

Levels for exhibits, meals 

30,000 square feet of exhibit space 

15 committee rooms for 25 to 600 

Air conditioning, high fidelity sound 

FREE FOR CONVENTIONS 

New Hotel Facilities, featuring: 
50 attractive mecting rooms 


STAY in: 


New Hotels, Motels, featuring: 


3,000 modern, attractive rooms 
Heated pools — sensible rates 
20 minutes to Los Angeles airport 


PLAY in: 


Ideal, smog-free sea-air climate 
Miles of beaches — swimming — 
Pacific Ocean Park — golf — 
Nearby: Disneyland, Hollywood 


Send now for FREE CON 


Santa Mor 


Nore 


iA aS 


ye. 


MivytttLlhf 


To Prevent Exhibits 
That Don't Fit 


Service company now making detailed drawings of exhibit space 
in three cities. Aim is to forewarn exhibitors and exhibit build- 


ers of obstacles; columns with uneven dimensions, fire hoses, 


extinguishers, heat radiators. They seldom show on floor plans. 


Last fall a Midwestern company 
was participating in a major trade 
show in Philadelphia with an exhibit 
to introduce a new and important 
product. Everything about the dis- 
play needed to be truly top-flight and 
imaginative in concept, precise in con- 
struction, exactly right in all details. 

Working to the usual floor plan, 
the company’s exhibit builder blue- 
printed a handsome display which was 
then built with utmost care and con- 
fidently shipped to the Quaker City 
for installation. 

There, right on schedule, the serv- 
ice crew went to work. And, imme- 
diately found themselves with a peach 
of a problem. For one thing, the care- 
fully planned, beautifully-built display 
just wasn’t going to fit. Supporting 
columns in the exhibit area — around 
which the exhibit builder had nicely 
designed the display — were not 
fect rectangles as shown on the nl 
plan. Column base had one set of 
measurements, for the rest, another. 
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But this wasn’t enough. There on the 
wall was an unexpected fire hose; not 
only an eyesore to be reckoned with, 
but one that the crew knew had to 
be kept accessible. 

Faced with these unexpected de- 
velopments, the service chief felt not 
unlike the man who said to his tailor, 
“Sam, you made the pants too long!” 
And, as in that well-known case, some 
drastic and immediate alterations were 
needed. 

Experts in their field, crew mem- 
bers turned into jugglers — and went 
into their act. Working by day and 
by night, incurring hundreds of dol- 
lars of additional expense in man- 
power and materials, they were able 
to adapt this carefully crafted display 
to the unexpected obstructions and 
obtrusions. The exhibit was ready 
for the show opening, but it scarcely 
had been an pont ay ame beginning for 
a display of such tremendous impor- 
tance to sales. Says Lou De Cecco, 
vice-president, Sho-Aids, Inc., “This 


one was a ‘squeaker’ and we just 
about got by. But it convinced us 
that we had to do something to make 
sure exhibits could be installed as 
built. We don’t build them, just serv- 
ice them. We, somehow, had to get 
exhibits built to fit actual spaces in- 
stead of brochure plans.” 

This type of juggling act is not at 
all uncommon, as many exhibitors 
have found to their sorrow. Floor 
plan of an exhibition hall frequently 
does not present a precise picture of 
the booth for which an exhibitor has 
contracted. A 6-3” dimension can 
easily turn out to be 6-6”, if there's 
a column involved. Utility outlets or 
heat radiators may not show on the 

an. Fire hoses or extinguishers may 
pe missing as may be various other 
structural attachments. 

Small things? Ask the exhibitor 
who has to tote up and pay the final 
bill. Or, ask the display people who 
must somehow circumvent, quickly 
and on the spot, all the problems that 
arise because of these omissions and 
inaccuracies. They constitute a genu- 
ine dilemma, horns of which are strad- 
dled by both the exhibitor and the in- 
stallation crew. 

This is a dilemma shared, too, by 
the show manager. He should not be 
held responsible for supplying inade- 
quate floor plans. He is passing on 
to potential exhibitors oy of the 
best plans made available to him. 
This makes the predicament all the 
more perplexing. 

Sho-Aids solution is simple: This 
service organization just added an- 
other service — and a free one. With 
offices in Philadelphia, New York 
City and Atlantic City, it is starting 
in Philadelphia, and is making de- 
tailed drawings of every face of every 
column and every square foot of wall 
area of both floors of Convention Hall 
and Commercial Museum. It proposes 
to go on to principal convention 
hotels, and then on to exhibit facilities 
in the other two cities. 

“Obviously, our customers were our 
first concern,” says De Cecco, “but we 
plan to make this data available free 
to anyone who needs and wants it. 
An exhibitor has only to write us in 
Philadelphia, and tell us the name of 
the show and his booth number. De- 
tailed drawings of his booth area will 
be on his desk promptly.” 

De Cecco feels that this is a service 
that will be welcomed by exhibitors 
and exhibit builders alike, for it elimi- 
nates the “by-guess and by-golly” 
method of operation under which they 
are now so eeameatly forced to work. 
More importantly, it eliminates all the 
extra and wasted cost involved in 
turning a misfit into a fit. At the same 
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MARKETING 
through EXHIBITS 
takes many forms 
not possible through 
any other medium 


What one medium can sell potential 
customers through all the senses— 
sight, hearing, taste, touch, smell? 


What one medium can use lights, color, 
action...showmanship and convincing 
demonstration of product or equipment 
to a select audience interested in your 
market? 


EXHIBITS is the answer. 


Illustrated here are a few of the many 
forms exhibits can take in helping mar- 
ket your products. For immediate action 
on your own marketing problem, write, 
wire or phone collect. 
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2100 WN. RACINE AVENUE 
CHICAGO 14, ILLINOIS 


PHONE EASTGATE 7-0100 


TEACHING DEVICE—For sales 
schools of Link-Belt Crane shovel 
distributors. ..it explains flexibil- 
ity and power flow of unique full- 
function design. Exhibit at left 
has plastic gears with clutches, 
power driven and synchronized 
with lighting and descriptive cap- 
tions—all operated by actual con- 
trol stand that also actuates cor- 
responding hydraulic clutches on 
actual equipment at right. Exhibit 
also used at trade shows. 


NATIONAL SHOWROOM — 
This Circular Kitchen was a fea- 
ture of General Electric Co. Mer- 
chandise Mart 7,000 sq. ft. show- 
room for major appliances at 
January, 1960 Furniture Market. 


TRAILER EXHIBIT— Used by 
The Dow Chemical Company to 
show and sell Chemically Engi- 
neered| Building Products to 
architects and builders through- 
out the country. 


A SODA FOUNTAIN is used by 
Mead Johnson & Co. to sample 
a new medical product in 8 differ- 
ent flavors... proving pleasant 
taste to doctors who will prescribe 
it. Used in medical convention 
exhibits. 


CUTAWAY, animated Interna- 
tional truck engines are used to 
show quality workmanship and 
engineering refinement to pros- 
pects, dealers, salesmen, univer- 
sity engineering students. “Seeing 
is believing.” 


TRADE SHOW— Exhibit used 
by The Dow Chemical Company 
to introduce DOWGARD, a new 
automotive product. Also used at 
distributor sales meetings. 


SALES MEETING Stage Set— 
for the Santa Fe Railway —Today 
theatrical and exhibit techniques 
are often combined for dramatic 
and forceful product presentation 
at Sales Meetings. 


PIHBRRE MARQUES 


The Ultimate in Acapulco, Mexico! 


This internationally renowned luxury re- | Rebert F. Warner, Inc. 
sort invites groups up to 200 for sales incen- New York + Chicago 
tive programs, conventions, board or sales Washington + Boston 
meetings. The facilities are private and (sien tenes 
self-contained. The entire hotel is air- Glen W Fa \ 
conditioned. Two swimming pools. Private popecktnepe ae. 
beach. Fabulous fishing. Golf. Tennis ] ssn Frencisea - Dallas 
courts. Free bus transportation. 


Portiand + San Diego 
For special group plan rates and brochure, 


Vancouver, 8.C. 
- Affiliated with 
write our U.S. Representatives. 


Hotel Pierre, New York 


tee 


custom-tailored meeting site for top level executives. 


“It's always a pleasure to entertain and accommodate executive meetings. . . when 
you are geared for it.”—Nick Monte, Manager-Owner. 


Air-conditioned banquet and meeting room 

Superb cuisine 

Large exhibit area and PA system 

Exceptional personalized service 

Luxurious accommodations designed with you in mind 
For your pleasure: swimming, golf, tennis, riding, 
boating, water skiing, fishing 

Cocktail lounge 

Card rooms 

Specialized consultant in convention and meeting 
planning for your convenience. 

Ocean-front cottages and hostelry . . . combining all the charms of a gracious past 


with all the comforts of tomorrow. 
Color brochure and tariff schedule on request. 


, 
“urney Ss oe 


Montauk Point, L. |. Box 25M Montauk Point 8-2345 


1960 
awnee nn 


GOLDEN ANNIVERSARY SEASON 
April 23 to October 26 


But our Sales Office is open all 
year to assist Corporations, Trade 
Associations and Golfing Groups 
with meeting and outing plans. 
Contact Ed Sweet. 


Write to P.O. Box 99 or phone 
Stroudsburg, Pa., Hamilton 
1-1500 for full details 

Air Conditioned public space; 
“Golf Capitol of the East,”’ Two 
heated outdoor pools; Tennis; 
Tops in entertainment and food; 
Harry Obitz, golf professional 


v 


Frep WarRinG Proprietor 
W. S. Garrison Gen. Mer. 


Shawnee -On- Delaware, Penna. 


In Lincoln... PERSHING AUDITORIUM 
Convention Magnet of the Midwest 


attracting groups of all sizes annually to 
the ‘‘Convention City” of the great plains 

@ Complete convention facilities 

@ Seais 7,000 @ Banquet facilities 

@ 45,000 sq. ft. of space on two floors 

@ Downtowaz location near hotels 

and stores @ Large stage 

@ Completely air conditioned 
LINCOLN—at the crossroads of America, 
hub of culture, sports, shopping, recreation 
eerved by every type of transportation 
For complete details, write: Convention Manager 


Lincoln Chamber of Commerce LINCOLN, NEBRASKA 


South's Supreme 
Hotel with a 
Personal Touch 


ates! decoration 
hed in imported fabrics 


n dining and dancing 
lighting surrounds you. Ent 


the fastest 50 minutes in show 


eft 41: 
oe NA Hi 


~ 


Atlanta Biltmore 
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time, it is expected that this new 
service will be a boon to show man- 
agers who are constantly being 
hounded for more details on floor 
plans. Heretofore, these plans simply 
were not available. 

It will be some time before the com- 
pany completes this program, but De 
Cecco points out that his draftsmen 
are doing the job quickly in Phila- 
delphia, and will soon be moving on 
to the other cities. 

Asked if this free service to supply 
exact floor plans to anybody on any 
show area in three cities didn’t have 


a catch in it, De Cecco smiles. “Look 
at it this way,” he says. “We need 
exact floors to keep our regular cus- 
tomers advised of what to expect at 
halls in our area. Because they always 
get different booth spaces, we have 
to make detailed drawings of entire 
halls. 

“Once we have all halls and hotels 
drawn, our major cost is over,” he 
says. “Can you think of a better way 
to introduce our installation services 
than by making free floor-plan ‘stats’ 
available to exhibitors who are pros- 
pects for our services?” @ 
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“Did you read the show regulations?” 


BRYAN-ELLIOTT 


———— 


BRYAN-ELLIOTT 


Ts 


BRYAN-ELLIOTT 
COMPANY 


EXHIBITS 


EXETER 2-4600 
27-01 Bridge Plaza, North 
Long Island City, N. Y. 1 


———— 
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ARCHITECT'S DRAWING of the Tulsa Civic Center as it will appear 
when completed. Tulsa citizens approved a $7.48 bond for project. 


Hall 


Building Is Booming 


All over the country, convention and exposition halls are spruc- 


ing up or are being built. Atlantic City is putting finishing 


touches to expansion and renovation. Detroit's Cobo Hall project 


nears completion. Tulsa and Portland to have new auditoriums. 


New and renewed convention halls 
are springing up all over the country 
to attract more of the exhibit and con- 
vention business. Trend is towards 
more marketing through exhibits, 
which has cities planning modern, up- 
to-date facilities. One example of this 
phenomenon is Atlantic City. 

Atlantic City has long been a fa- 
vored convention site. Renovation of 
its famous Convention Hall is sched- 
uled to be completed this June. Site 
of some of nation’s largest expositions, 
it provides facilities in a resort atmos- 
phere. 

In addition to increasing the space 
available for exhibits and conventions, 
Convention Hall has been made more 
attractive both inside and out with its 
multi-million dollar, face-lifting job. 
Included in the project was a modern- 


84 


istic Boardwalk front with new en 
trances which is to make area more 
inviting. Main lobby was redesigned 
to include more accessible ticket 
booths and information counters. Em- 
phasis is to make things easier for the 
Convention Hall-goer. An all-weather 
tunnel and a two-way escalator sys- 
tem serves pedestrian traffic to and 
in the hall. 

Even more important to organiza- 
tions seeking a show site is that Con- 
vention Hall now offers 320,000 sq. ft 
of exhibit space, 33 meeting rooms (to 
accommodate up to 35,000 people), an 
air-conditioned ballroom capable of 
seating 5,000 people, and three ex- 
hibit halls which may be operated in- 
dependently or together. Halls can be 
converted into one vast display area. 

In lower level of Convention Hall, 


innovations include a new, indoor 
street-level entrance which can be 
reached by a_ vehicular driveway 
under the Boardwalk. Tunnel clear- 
ance admit double-deck buses, and as 
many as 20 taxis to unload at once in 
the weather-protected approach 

From here escalators rise to the 
Boardwalk enlarged, 
100-ft. lobby. Boardwalk front is glass 
enclosed with doors operated auto- 
matically by electric-eye beams. A 
150-ft. wide marquee of stainless steel 
is illuminated 

There are 170,000 sq. ft. of exhibit 
space available on the main floor, in 
addition to the large stage and two 
sizable meeting rooms. Electrically 
operated partitions can convert the 
exhibit space into meeting rooms 

On the mezzanine, serviced by esca- 


entrance and 
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lators capable of carrying 16,000 
visitors per hour, 30,000 sq. ft. of 
exhibit space is offered. Ballroom 
there can be set up to handle a ban- 
quet for 2,200 guests. In addition to 
escalators, two descending ramps 
from the mezzanine floor to the main 
lobby will handle the overflow. 

Convention Hall originally built in 
1929 has been a convention center for 
millions of Americans. With the com- 
pletion of its renovation, Atlantic City 
can boast it now has one of the most 
modern facilities. 


®& Not wishing to be left behind in 
the convention business, Detroit has 
announced near completion of its all- 
new $54-million Cobo Hall. Located 
along the Detroit River, the civic cen- 
ter offers 400,000 sq. ft. of exhibit 
space, largest in the country. A con- 
vention arena capable of seating up 
to 14,000 is scheduled to be completed 
by March 1961. Building is roughly 
in the shape of an “L”. Portion hous- 
ing exhibit areas and meeting rooms 
runs north and south. It is joined 
near its southern end to the Arena 
which will lie to the east. All areas in 
Cobo Hall are air-conditioned. 

Decline in the terrain between Jef- 
ferson Avenue and the River permits 
the development of two floors on 
ground level inside building. Each 
floor has its own foyer entrance. First 
floor of the building at the River 
level accommodates the main floor of 
the arena, exhibit hall, storage space 
and restaurant. Concession stands will 
be placed throughout the building, 
which will be operated under the 
jurisdiction of the building manage- 
ment. 

Second floor will house the major 
exhibition area, ballroom and other 
meeting rooms. Main ticket foyer is 
also on this level. Third floor will 
have meeting rooms and restaurant. 

Traffic between floors will be han- 
dled by ramps, escalators, elevators 
and stairways. Designers believe traf- 
fic will flow readily between all three 
levels. 

Roof of the exhibit area can be 
reached by a spiral ramp and serve as 
a parking deck for 1,150 cars and a 

ossible helicopter deck. A garage 
or 600 cars will occupy the northern 
part of the first floor which opens to- 
wards Lodge Expressway and Larned 
Street. Other parking is provided by 
a 418-car underground garage and a 
440-car surface lot. A total of 4,100 
cars can be parked within the Cobo 
Hall area. 

Arena’s total capacity of 14,000 peo- 
ple will offer 10,000 permanent seats 
in balconies mounted in a horseshoe 
arrangement. Group and individual 
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RENOVATION of Convention Hall, Atiantic City, gives new face lift to front 
of building (on top). Indoor street level approach (above) makes approach by 
car more attractive. Escalators conduct people to main lobby at Boardwalk. 


AERIAL VIEW of Detroit's Cobo Hall shows two immedicte feotures of center. 
its auditorium is in-the-round and has fiat-top parking on top of the exhibition 
hall, which offers 400,000 sq. ft. of exhibit space. Arena will seat 14,000. 


dressing rooms can be used in com- 
plete isolation from the rest of the 
arena, which is 23,500 sq. ft. 


®& Further south, Tulsa also plans big 


facilities for convention business. Peo- 


ple of Tulsa have approved the As- 
sembly Center Bond Issue in the 
amount of $7.48 million. Money is 
to be used to provide the Tulsa Civic 
Center. In order to build the type of 
facilities required to meet the exhibit 
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HAPPY 


“CAPTIVE” 


SS 


AUDIENCES GUARANTEED 


= . "EY, 


For the happiest audiences in captivity, hold your next meeting at the 
famous French Lick-Sheraton ... America’s finest year-round 
convention hotel. 

No “city” distractions during meetings ...compiete resort 

facilities for leisure hours. 

We have the experience and facilities — convention hall and a full 
complement of meeting rooms — to handle groups of from 2 to 1200. 


Also: @ 


Expert aid in planning 


- the famous 
special parties ve Jamou 


Write or phone John Nolan 


WEllington 5-9381 FRENCH LICK, INDIANA 


Comfortable, rs 

attractive rooms 

Delicious meals 

Air conditioning throughout 

Red Carpet Treatment i T L 
Director of Sales 


eeA HOTEL CREATEDe es 
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ESPECIALLY 
FOR CONVENTIONS 


didido 


For full details, write, wire or call: 
ARNOLD KEITHLIN, Sales Monager 


JEfferson 8-0811 


HORACE BURNSTEIN, General Meneger 


and convention business of today, ad- 
ditional land had to be purchased. 
On it a municipal auditorium-coliseum, 
exhibition hall, assembly hall and 
parking facilities is to be constructed. 
Prior to approval of the city’s plans, 
Tulsa owned six square blocks in 
Civic Center area. Two additional 
blocks were purchased adjacent to the 
original city property. Tulsa’s Civic 
Center is to be located three blocks 
from the approximate center of the 
city. 

Tentative plans call for auditorium- 
coliseum to contain a total of about 
{0,000 seats. Exhibition area will be 
50,000 sq. ft. over-all, In addition to 
office space, an assembly hall is sched- 
uled to include one meeting room 
which will accommodate up to 1,000 
persons. It can be divided into sev- 
eral smaller meeting rooms by means 
of folding partitions. 


& Northwest's multi-dollar bid for 
“big time” convention business will 
take shape this fall when Memorial 
Coliseum opens in Portland, Nov. 1. 
Nine-story-high glass walls enclose a 
360 sq. ft. central block. It is an $8- 
million public project 

Its central Se core is supported 
by concrete and steel pillars at each 
corner to insure a clear view from 
any of the 13,500 possible arena seats 
There are 9,000 permanent uphol- 
stered seats in the amphitheater. A 
134 ft. by 384 ft. exhibit hall is next 
door to the arena and offers 53.000 
sq. ft. of exhibit space 

Together the arena, assembly hall, 
exposition hall, concourse and smaller 
meeting rooms will offer over 130,000 
sq. ft. of exhibit space. Coliseum is 
located on the bank of the Willamette 
River five minutes from downtown 
Portland. 

Exhibit areas will supply natural 
gas, compressed air, hot and cold 
water, single and three-phase elec- 
tricity and telephone outlets. Also 
available will be closed-circuit and 
network TV facilities 

At the edge of the concrete amphi- 
theater, 330-ft. in diameter, is a cater- 
ing kitchen that can handle up to 
5,000 meals. A 2,500 group can be 
fed at one time in the exposition hall 
alone. Balance can be served if re- 
quired in the arena, assembly room, 
concourses and smaller meeting rooms. 

Assembly hall seats 1,100 people 
for meetings and 480 for banquets. 
Two concourses, 31,000 sq. ft., and 
seven smaller meeting rooms (seating 
capacity from 120 to 370) provide 
additional room for exhibits and meet- 
ings. 

Coliseum will have 2,000 offstreet 
parking spaces, including roof top 
areas above the sunken exposition 
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PORTLAND’S COLISEUM is a glass enclosed block in design. The $8-million 
structure offers 130,000 sq. ft. of exhibit space and can seat 13,500 people. 


hall plus other parking for another 
1,500 cars 

New convention hall plans reported 
here just begin to suggest the surge 
of cities that are planning or building 
modern facilities for future exhibit 
and convention business. Centers are 
springing up today just as abundantly 
as the old-time trading posts in the 


early years of our country 

Architecturally, centers appear to 
have a common denominator. Many 
are being built in-the-round. A circu- 
lar auditorium seems to be the build- 
ing design most used in new plans. 
Whatever the reason for the design, 
there are plans for more of them com- 
ing ° 


ask tom\ 


newest 


uxury conventio 


Si ERATON “Towers 


605 N. MICHIGAN AVE., CHICAGO «+ WHitehall 4-4100 + Michael T. McGarry, Gen. Mgr. 
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4001 WALNUT ST. 
HARRISBURG, PA. 


. . . IN CENTRAL 
PENNSYLVANIA 


¢ EXHIBITS 
¢ INSTALLATIONS 


SERVICING THESE 
SHOWS 
© PENNA. STATE FARM 
SHOW 


HARRISBURG 
BUILDERS SHOW 


PASHA 
NEPPCO 


PENNA RECREATION & 
SPORTSMEN’S SHOW 
AND OTHERS 


NEW CIVIC CENTER 
FARGO, NORTH DAKOTA 


Gateway to the West 


IDEAL FOR %& CONVENTIONS 
w& SALES MEETINGS *%& TRADE 
SHOWS 


18,900 sq. ft. exhibit space 

Stage 52° x 25’ 

Seats 4,500 for meetings 
1,200 for banquets 

6 add'l mtg rms 10 to 600 

Equipped with finest P.A. sys- 

tems, complete kitchen, Po 

phones, elevator, truck drive in 


For Complete Information Contact: 


WALTER P. MABEE 


Director, Fargo Civic Center 


Fargo, North Dakota—Phone ADoms 5-3116 


CHICKEN PULLS CORD to swing bat at ball in mechanical baseball game. if 
ball is hit, chicken is rewarded with food pellet to “reinforce” drive to play. 


CHICKEN HEADS for food pellet inside after pulling cord on music box (left) 
and “dancing” on revolving stage platform a full 11 seconds until music stops. 


“Chicks” and Chickens 
Still Going Strong 


Pennsylvania Refining’s Gumout booths may break all the rules 
in the book for good exhibit procedure, but it sells its carbu- 
retor cleaner. Company looks to $1 million in sales at a single 
show. At one show this year it wrote $200,000 in Gumout sales. 


After five years and 40 shows, 
Pennsylvania Refining Co. is still sold 
on cute “chicks” and chickens as 
booth attractions. Robert W. Lackner, 
sales manager, Gumout Division of the 
company, can prove his curvacious 
booth attendants and trained fowl put 
dollars and cents into the till. 

Gumout (carburetor cleaner) is not 
simply exposed to show audiences; 
it is sold! “Only three or four years 
ago,” Lackner reveals, “I said we'd 
hit $100,000 in sales at a show, and 
the next year we did.” Last January 
in Chicago at Automotive Accessories 
Manufacters Assn. Show, Gumout 
booth topped $200,000 in sales. 
“Within the next 10 years we'll write 
$1 million in sales at a single show,” 
says Lackner with the confidence of 
a man who has proved a theory. 

Lackner’s theory is simple. Make 
the booth fun to visit and you get 
customers and prospects in a mood to 

lace orders. For fun, Lackner has 
Fit on trained animal acts and pretty 
girls. In addition, he takes pictures of 
booth visitors—usually with their arms 
around his attractive booth attendants. 
Photos are either mailed to visitors or 
delivered by salesmen or representa- 
tives. 

Most popular of Gumout’s booth at- 
tractions are trained chickens. His 
chickens have played baseball. Most 
recent fowl crew dances on a revolving 
turntable. Chickens pulls on a cord to 
start music. It then steps on turntable 
and struts around. When music stops, 
it jumps off turntable and heads i 
the “dressing room” where some feed 
is automatically dispensed. If chicken 
doesn’t stay on turntable until music 
stops, food does not appear in its cup. 
Through training, chicken knows it 
must stay on the turntable and dance 
to be fed. If it steps off turntable be- 
fore music stops (in about eight to 12 
seconds), it doesn’t eat. It must get 
back on turntable and stay for the full 
cycle before feed mechanism works 

In addition to chickens, Gumout has 
used rabbits. One popular act was the 
rabbit that fired a cannon at a target 
When ping-pong ball from the cannon 
hit the target, rabbit received food. 

Not only does Gumout have a 
crowd-gathering act, it has a natural 
publicity attraction. Lackner’s per- 
formers have been on television dozens 
of times in show cities. 

Only once has Gumout had diffi- 
culty with its trained animals. Once 
two rabbits were taken to a television 
studio to perform. What Lackner 
didn’t know was that one was a male 
and the other a female. When the 
rabbits were put in front of the TV 
camera, they quickly performed an 
act fo. which rabbits need no train- 
ing. “This was a television first,” says 
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DOES IT ALL! 


Yes, “One-Stop,” one call means a happy ending to your 
display or trade show problems. Our “‘One-Stop”’ service 
means assuming complete responsibility for planning, 
designing, building, transporting and installing your 
exhibit ... on time and within your budget. 


IDEA 
PLANNING 
SCHEDULING 
DESIGN 
CONSTRUCTION 
TRANSPORTATION 
INSTALLATION 
HANDLING 
STORAGE 

RENTALS: 
Booths + Furniture 


Decorations + Drapes 
Displey Equipment 


ISPLAY 
0 & HIBIT company 


%, 
7, 
Focia\’ 


ute 
» ts, 


1014 LYNN DETROIT 11, MICH. Phone TU. 3-0602 
After June 15, we will be located at 1501 E. Ferry, Detroit 11. 
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Lackner with a grin 
Gumout gets its trained 
from Keller-Breland, Hot 
Ark. It has an exclusive arrangement 
so that the training farm does not 
make animals available for 
exhibitor at an auto accessories show 
“We have no trouble with ow 


animals 
Springs, 


anv other 


animals,” says 
shipped from the farm to the show 
bv Railway Express. We simply make 
sure they are fed properly and given 

They perform perfectly. Our 
problem is tc keep people from 
feeding them 


water 
only 
Unless their diets are 


watched carefully, they won't per 


“Lackner. “Thev are 


form. They are trained to perform 
for food. If they get too much, they 
won't work.” 

Some people worry that Gumout is 
being cruel to its chickens or rabbits 
Lackner has to many tender 
hearts at shows that his performers 
get good care and are not abused 
They are trained to 


assure 


perform and 
seem to enjoy their work 
Hens rather than roosters are used 
“Roosters don’t seem to learn as fast 
nor perform as well,” says Lackner 
“They are easily distracted.” 
Gumout switches its acts each vear 


to keep the attraction fresh. “Next 


THE BIG SHOWS ALL COME 
TO tHE V doy Yorke 


TRADE SHOW 
eaimantnrented 


When an industry puts its best 
foot forward, they come to the 
New York Trade Show Building. 
It makes all the difference 


in the world. 


The country’s leading trade 
shows and conventions have 
been quick to recognize the 
obvious advantages and 
features of this outstanding 
show center: 


=SOLWN Mora 


‘3 


4000 Fine Hotel Rooms located nearby 
COMPLETELY AIR-CONDITIONED 


“The Vow Beit iw Exhibit Facilities 
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@ the finest in exhibit facilities 
@ the ultimate in service 

® the central location 

® the greatest economy 


If you are interested in selling 
more—more effectively, you'll 
be sold on the merits of the 
New York Trade Show Building. 


For very complete information 

without obligation 

WRITE, PHONE or WIRE to: 

Mr. Duane W. Cariton, President 

NEW YORK TRADE SHOW BUILDING 
500 Eighth Avenue, corner 35th Street 
New York 1, N. Y. 


e LOngacre 4-4100 


vear we'll probably use rabbits,” savs 
Lackner. One vear he used chickens 
that drove a “truck. 

Neighboring exhibitors do not seem 
to mind Gumout'’s attraction. “They 
seem to like the crowds we draw to 
the area. And we've never had any 
trouble with 
Lackner points out 


show management 


Gumout's trained chickens cost 
$600 per show for four chickens, feed 
Onlv additional 
cost is to hire someone to clean out 
Only one chicken . 


usually 


and transport ition 


the « OOPs ear h day 
or rabbit performs at a time 
for about 45 minutes. Some, however 
can go as long as 150 minutes before 
being sufficiently well fed to lose in 
terest 

What Gumout's 


bring people into the booth 


attraction does is 
“Usually 
they go out 
back,” 
in the booth, we tr 

On the subject of booth attendants 
Lackner college 
girls. “Thev have a lot of fun and 
work harder than most professional 
he Savs He usually 


them with ads in a colle ge newspaper 


and bring other people 
“While thev are 


to close 


savs Lackner 
a sale > 


favors wholesome 


models.” recruits 


Cumout supplie s costume (shorts, net 
stockings 
quires that its girls stud) 


blouse ind Tt 


t h indbook 


sweater 


135 of the top 500° 


corporations in the nation 


meet at THE MORAINE! 


a5 we 


a friendly, informal resort hotel on Loke 
Michigan, only “% hour from downtown Chi 
cago hosting 275 group meetings o year 

completely keyed for group functions 
excellent facilities for sales training schools 

where peak workloads can be combined 
with pleasure for greatest efficiency no 
big-city noise or distractions to compete with 
your program *As listed by Fortune 
FROM 30 OR LESS TO 300 OR MORE 
YOU'LL BE WELCOME AT 


Hetel Moraine 


ONn-.THE-LAKE 
HIGHLAND PARK. ILL «+ IDiewood 2-4444 
200 Guest Rooms * 12 Meeting Rooms 
5 Private Dining Rooms 
BETTY GREEN. sales manager 
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on Gumout use and advantages. 

Usually four girls are hired for each 
show and they work in shifts. They 
are given a list of printed instructions 
on behavior in the booth and at the 
show generally. For instance, they 
are advised that the company does 
not mind their having their photo 
snapped for publicity in some other 
booth as long at the Gumout logo 
shows on their costumes 

While most exhibitors might look 
down on the of extraneous at- 
tractions, Lackner swears by his ap- 
proach. He doesn’t know how much 
his trained animals, or girls, or photo 
taking, or novelties, each contribute 
“But we'd be foolish to 
abandon any part of this operation 
since it works so well,” he confides 
Among novelties Lackner always has 
handy at a show are small cards with 
witty savings. Even his booth usually 
has some outlandish signs. Example: 
“Don't spit The floor leaks.” 

Since 1955 (Sales Meetings, Julv 1 
SD), Lac kner has been on the animal 
kick. He introduced picture-taking at 
about the same time. He and two of 
They 
are developed back in Cleveland and 
mailed from his office. “It 
about 50 cents a shot, but it provides 


use 


to success 


his assistants take the px tures 


costs us 


a lasting memory for our customers 
‘Gumout’ always shows in the back- 
ground of the photo,” he points out. 
One year Lackner registered every 
booth visitor but found there was no 
special benefit to it. He doesn’t at- 
tempt to get names and 
anymore. “We just work 
signed orders.” At each show 


addresses 
toward 

Gum- 
usually 


Lackner. Plans for a year’s shows are 
set in November Show SC hedul 
vary from three to 10 shows 
Lackner experiments at some shows. 
For instance in Pacific Automotive 
Show, San Francisco, last 
hired Japanese girls as booth attend- 


can 


vear, he 


ants. (Rabbits were performers then.) 
In addition to booth 
Gumout maintains an elaborate hotel 


attractions 


out offers special “deals” 
free merchandise 
signed at the show. 

Gumout'’s total exhibit cost for each 
show runs to about $4,500. Exhibit 
background is used about 20 times 
before it is discarded, according to 


“We fill 
the room with about eight boxes of 


with each order suite to entertain customers 
novelties—mostly from magic shops,” 
says Lackner. “Visitors seem to get 
a kick out of all the gags 


hammers, trick glasses and dozens of 


rubber 


eer ae... 


oe “WHY ARE WE MEETING 


AT OXFORD HOUSE ?” 


“Newest hotel in Chicago.” 
"Convenient Loop location.” 
“Free inside parking.” 


) Elegant decor, 
fabulous furnishings (even “day-long” 
chairs) and customized service make 
group meetings at Oxford House 
> both memorable and productive. 
Write or phone for full information. 


E. J. TOOLE, General Manager 


j Oxford House 


_” 225 North Wabash + Chicago |! 
Financial 6-6585 e TWX CG2334 
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Look What Freeman’s Done Now! 


Transformed 
im 


into THIS 


Mutual of Omaha's 


Golden Anniversary Banquet 


Mr. V. J. Skutt, President of Mutua! of Omaha 


writes 
‘My Dear Mr. Freeman 

You carried out the theme beautifully. Congratulations to you 
and all your staff, and thanks so much for helping to make 


the occasion so memorable. 
SSSSSSSSSSSSSSSSESESSSCCCSESSCSSEE 


Freeman can help make your next Convention, Sales Meeting, 


Exhibit or Trade Show an outstanding success, too. 


FREEMAN of DALLAS 


(FREEMAN DECORATING COMPANY) 
Exhibit and Trade Show Specialists 
Serving America from three locations: 


UCfe- 
AS “¢ 


a 

= Hat 4 
OMAHA, NEBR. = { 
4517 Military Ave *,. } 
REgent 8964 naaey 


DALLAS, TEXAS 
3004 Commerce St 
Riverside |-1514 


DES MOINES, IA. 
1800 Keosaqua 
ATlantic 8-5705 


*sagegis?® 


% 


ONDITIONED 


COMPLETEL 


Wesiler T. Keenan, Gen. Mgr. Offices: New York, MUrray Hill 86-0130; Chicago, Whitehall 4-7077; Detroit, 
WOodward 2-2700; Washington, D.C., MEtropolitan 86-3492; Miami, PLaza 4-1660; Atianta, JAckson 4-3486; 


Toronto, Ont., EMpire 3-1648 


To get things dove have NUP, Au 
COME TO POINT CLEAR. 
‘YOUR PRIVATE PLEASURE-LAND! 


formh 6.848 ALABAMA 


NEW LAGOON ROOM 

SKYLOUNGE 

LAKEWOOD CLUB 

CHAMPIONSHIP GOLF COURSE 

DEEP-SEA CRUISERS 

SWIMMING POOL AND WHITE SAND BEACH 


Distinguished cuisine and service, plus luxurious comfort and the privacy of a 350-acre 
estate have established Grand Hotel as a favorite resort for discriminating quests 
100% air conditioned. Add to these features the finest of meeting rooms and you 
have al! the facilities you could ask for a successful, enjoyable meeting! Available 
all year, except March and April. 
Maximum 200 persons (120 double rooms and suites) 
For Convention Information Kit, write James M. Pope, Resident Manager 


GRAND HOTEL - 


Murray Stevenson, Vice President 
Owned and operated by Southern Industries Corporation, Mobile, Ala. 


meeTINGS CLICK 
IN PUERTO RICO! 


A gracious setting for your 
next 
meeting 


Sadile Beach Hotel 


SAN JUAN, P. R 


or an hour's drive 
into the cool 
green hills 


At either of these fine hotels... 
@ Time to think and tolk 
@ Time to relax—swimming ond sports 


@ Excellent facilities sensible rates 


For all details 


UTELL INTERNATIONAL 
160 Central Park South, New York 19 


CONDADO-CARIBBEAN HOTELS, INC 


POINT CLEAR, ALABAMA 


PORTLAND, OREGON’S NEW $8,000,000 


MEMORIAL COLISEUM 


OPENING NOVEMBER, 1960 


@ 5 minutes from city center 


@ 8 air conditioned meeting -ooms 
seating from 120 to 1,200 

@ Air conditioned arena seats 12,000 
Banquet facilities for 2,000 

@ Exhibit space 130,000 square feet 
15 ft. ceiling, 18 ft. doorway 


© Parking for 2,500 cars 


DON JEWELL, Manacer 


FOR AVAILABLE DATES, CONTACT 
Portiand 17, Ore 


Memorial Coliseum 


2 
. 
4 


BUSINESS | 
MEETINGS 


DUCK KEY... a resplendent 


tropical island in theFlorida Keys. 


INDIES HOUSE... Caribbean 


charm and new-world luxury. 


To Indies House are invited 
esteemed business executives to 
use the elegant facilities for con 
ferences, directors’ meetings, sales 
clinics and the like. 

100 gvest rooms and suites /meeting and ban 


quet rooms/yocht. harbor / golf ‘tennis / charter 
boots swimming pools trap and skeet shooting 


Write Indies House or contoct Premier Hotel 
Representatives, inc. Executive Office—New 
York City—48 E S7th Se Plaza 5-9747. 
Service Offices—Atianta Miom 
Son Francisco /Seottie 


ee iil house 


Florida 


Los Angeles/ 
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other stuff I've picked up through the 
years,” he says. 

~ Standard procedure for Gumout is 
to send a news release to newspaper 
and television stations in advance of 
every show. “We've had hundreds 
of stories in newspapers on the basis 
of our trained animals,” he reports. 
“The press and TV stations have been 


“3 


STRONG, 


most generous and we have always 
had plenty of plugs for Gumout.” 


No matter what you may think of 
Lackner’s activities, you can’t dispute 
his order book. Any man that can 
look forward to selling $1 million in 
carburetor cleaner at a trade show 
must be on the right track. 


lightweight exhibit is used to take heavy equipment and travel. 


Decor fits into over-all design of others in Power Parade, FPE’s traveling show. 


Exhibits to Make 
Local Offices Shine 


Federal Pacific Electric supplies complete show to its local 


offices in more than 30 cities. It allows district sales force 


to show complete line. Only van driver travels with exhibits. 


Federal Pacific Electric Co., New- 
ark, travels its Power Parade exhibit 
to more than 30 cities for a total of 
10,000 miles (to electrify country 
with FPE products). Leased van is 
used to transport exhibit during the 
eight-months tour. 

Problem in designing Power Parade 
was to create a lightweight exhibit so 
that it would travel easily. Yet it has 
to be strong enough to hold heavy 
electrical equipment. Ivel Construc- 
tion Corp., Brooklyn, designed and 
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built Power Parade as multiple ex- 
hibit units to answer mobile require- 
ment. Individual exhibits also meant 
that floor plan could be changed for 
each exhibit location. However, decor 
of individual exhibits was made simi- 
lar so as to compliment each other. 
Exhibit requires a room approxi- 
mately 2,500 sq. ft. with double doors 
directly from the truck loading area 
into the room assigned for the ex- 
hibit. Largest piece of equipment 
weights 1,500 pounds and is 90 by 


1 hoe 
ermudiana 


Bermuda's 
Newest, Finest 


CONVENTION HOTEL! 


Convenient location right in the 
heart of Hamilton, the new, mag- 
nificent BERMUDIANA...the multi- 


m 


illion dollar investment in 


gracious Island living that’s slated 
for 1960's most successful conven- 
tions. Choice dates are now open 


> 
* 


write today for full information. 
Carroll E Dooley, Mgr. Dir 


Convention Groups to 460. 

3 spacious Meeting Rooms, plus 
Committee Rooms, Complete Sound 
and Projection equipment. 
Swimming Pool, Private Beach Club 
. .. Moongate and Sunken Gardens 
Nightclubs. 

Completely Air Conditioned, indi- 
vidual control . . . most rooms with 
terrace or balcony. 


ROBERT REID ASSOCIATES, INC. 
Representatives 
610 Fifth Avenue, Rockefeller Center 
New York 20 PL 7-2444 
CHICAGO + MONTREAL * TORONTO 


in CHICAGO 


It’s 


EVERYBODY’S 


MEETING PRRACE 


. because the Sheraton-Blackstone 


ty (ie meets the space, facilities and — needs 


of every business group! 


Well within your reach, the extensive facilities of 
Chicago's famous Sheraton-Blackstone Hotel. If you've 
settled for less, in the past, you owe it to your next 
meeting or convention to check costs and availabilities 
here. You'll see why, every year, the Sheraton- 
Blackstone is the site for so many meetings of all types 
and sizes, big-and-low budgets. For full information 
contact Dick Davis, Sales Manager. 


@ 12 function rooms, capacity 18 to 1,000 e Convenient 
Loop location ¢ Helicopter service from airports — 
16 minutes to the Sheraton-Blackstone via Meigs Field 
e Entire hotel air-conditioned for your comfort. 


hated Biackston E 


HOTEL 


Home of the famous Cafe Bonaparte 


\ Michigan Avenve at Balboa + Douglass M. Boone, Gen. Mgr. 


60 by 36 ins 
Labor to set up and take down 
exhibit is hired from Manpower, Inc 


Federal’s specialist driver contacts 


local district manager before moving 


into the area to make 
for a man to meet the driver at the 
city line and guide him to exhibit 
site. 


arrangements 


Van is unloaded. Display is as- 
sembled and arranged in room with 
the district manager having the final 
say as to how show is to be laid out 

AJthough exhibit is sponsored by 
FPE, idea is to make it as completely 


as possible a local exhibit. Company's 
attitude is that it is up to the district 
manager to make it a success. He is 
encouraged to supply buses to trans 
port people to exhibit from outlying 
areas 

assisted with 
Newark office 
News releases are sent to local news- 
papers about the 


Parade Also 


District manager is 
publicity from the 


arrival of Power 
available to district 


managers is advertising copy to be 


placed in local publications of engi 
neering or professional societies 
Company literature is used as give- 


aways or direct mail pieces to stimu- 
late interest in products exhibited in 
Otten coupled with 
exhibit is a reception which ranges 


Power Parack 


any where from sandwiches and coffee 
to full dinners with door prizes 

Power Parade is the first time cus 
tomers are able to view FPE’s com- 
plete line under one roof. Company 
considers the exhibit the most valu- 
able sales tool it has ever had. FPE 
has 16 plants and 83 field offices 
throughout the U.S. Exhibit is pre 
moted through these branches of the 
company « 


A COMPLETELY INTEGRATED EXHIBIT SPECIALIST FOR TRADE SHOWS, SALES MEETINGS, SPECIAL EVENTS AND CARAVANS 


DY NA-GRAPHIC DISPLAYS 


INC. 


antltey 
« ¢ 


ee Ea ay CARROLL STREET BROOKLYN 31, N. Y. Utsree 5-8400 
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—J” Now! Get more done, have more fun and enjoy greater prestige- 


) 


a 


— MEET 
=} OVERSEAS 


in the Convention Capital of the Caribbean 


PUERTO RICO 


...and Trans Caribbean's “Group-Air” Service gets 
your group there in just a few hours from New York 


... Offers a new high in luxury...a new high in savings! 


’ "4 
y « —_ 
D 


Perfect setting for business and pleasure! 
Centuries-old churches, buildings, fortifications contrast dramati- 
cally with finest luxury hotels (Caribe Hilton, Condado Beach, 
Dorado Beach, Intercontinental, La Concha, La Rada), distin- 
guished restaurants, theatres, night spots, golf courses, beaches. 
Fishing is fabulous, there are sports of all sorts, and always 
breath-taking is the island’s tropic beauty, its aura of romance, 
and consistently temperate climate. Everything you need for a 
successful sales meeting or convention is here. Working hours are 
more rewarding—for everyone is more relaxed, alert ... and you 
enjoy the fresh perspective, greater prestige of meeting overseas. 
NOTE: And there’s the added advantage of being less than 1 hour 
from the U.S. Virgin Islands — for fabulous Free Port Shop- 
ping and exciting side trips. 


Trans Caribbean’s ‘‘Group-Air’’ Flight Plan 
is a specialized group service to provide maximum convenience 
and economy! 

® You enjoy the safety, comfort and efficiency of scheduled air 
travel on Super DC-6B radar-equipped planes, including hors 
d'oeuvres, meals and beverage service. 

® We make all hotel, sightseeing and other arrangements for you, 
help you plan your meetings and run them smoothly from start to 
finish — spare you the wear and tear of hundreds of burdensome 
details and offer you substantial savings. 


Your travel agent will be pleased to arrange any Trans Caribbean 
“Group-Air’ Flight, at no additional cost. Consult him or 


» TRANS CARIBBEAN AIRWAYS 


“Group-Air” Department 
375 PARK AVENUE, NEW YORK 22, N.Y. © MURRAY HILL 86-4400 
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Office Visitors 
Get Your Story 
Through Exhibits 


Employes, too, learn about complete producti 


lines and processes with in-plant exhibits. 


Armstrong Cork designs center to cater to 


26,000 visitors a year. It's at main plant. 


You can put traffic through com- 
pany buildings to work. You can have 
it carry your product and company 
story away—mentally. 

You can do it with exhibits, and 
that’s exactly what Armstrong Cork 
Co., Lancaster, Pa., just did. It con- 
structed an exhibit center which will 


“MUSHROOM” 


cater to 26,000 visitors annually. Cen 
ter is used to build public awareness 
of company’s products and illustrate 
manufacturing processes step-by-step 

Multiple product companies (such 
as Armstrong) often find it difficult to 
inform public of technical processes 
and complex composition of products 


VERTICAL PANELS of color transparencies describe P 
the six markets of Armstrong Packing Materials 
Division in new display center. Double cones in 
foreground contain products from various markets. 


DESIGN AND FUNCTION in ceiling tile is shown in 
building products portion of display center. Boxes 
in foreground are to test noise differential of tile. 


TABLES display Tessera Vinyl 


sah an 


Corlon. 


Not wishing to get into museum pro 
portions, Armstrong formed plans for 
a permanent exhibit center in its audi- 
torium foyer as partial answer to prob- 
lem. Company executives also believe 
that exhibit is an important tool to 
educate its employes on its diverse 
operations 


Everybody dreams of travel. And here's a way 
salesmen can do something about it... a way 
that dovetails perfectly with your sales goals. A 
free vacation planned by World Travel Head- 
quarters—American Express! We've every kind 
of tour or cruise you can want... for any dura- 


tion. No other travel service is as complete. No 


other travel service is as widespread. (We've a 


world-wide network of offices!) Suggestion: con- 
tact American Express now. 


SEND FOR EMPLOYEE TRAVEL DETAILS TODAY! 


©gne ome ee ee ee ee oe oe 
Protect travel funds with AMERICAN EXPRESS TRAVELERS CHEQUES 


spendable everywhere 
Apply now for your AMERICAN EXPRESS WORLD-WIDE CREDIT CARD 


MAY 20, 1960 


AMERICAN EXPRESS TRAVEL SERVICE 
65 Broadway, New York 6, N. Y 


PLEASE CHECK: I am interested in further informa- 
tion about personnel vacations 


Please have a representative call 


American Express Travel Service 
65 Broadway, New York 6, N. Y., WHitehall 4-2000 


Prime consideration in planners’ 
minds was the location. It should be 
where exhibit is easily accessible to 
visitors. Company erected exhibit in 
the center wing of its general office 
building in Lancaster. 

In addition to normal visitor traffic, 
30,000 people attend over 100 meet- 
ings at the Armstrong auditorium each 
year. Meeting participants must pass 
directly through exhibit area to reach 
auditorium. Meetings include conven- 
tions, sales meetings, employe func- 
tions, and local community meetings 
which require a large auditorium. 

Exhibit center dramatizes in display 


form the company’s progress during 
its first century of operations. Arm 
strong’s centennial is being observed 
this vear. Exhibit conveys to visitors 
and employes (in capsule form) the 
over-all picture of the company, its 
diverse operations, products and his 
tory 

Center's doors opened in January 
It combines stvle and dignity with 
modern design. Exhibit is flexible and 
portions can be moved or eliminated 
to make additional room. Plans were 
so laid that additional or new products 
can be blended easily into existing 
exhibits 
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PLAN YOUR NEXT CONVENTION AT 


MIAMI 
BEACH 


EXHIBITION HALL 


Covering nearly 5 acres ¢ Largest in the South « Completely air conditioned 


The new Miami Beach Exhibition Hall has an over-all floor area 
of 200,000 square feet and seats upto 15,000 people at one time 


¢ Centrally located ¢ Close to the world’s finest hotels, apart- 
ments, restaurants, shopping centers and recreation areas ¢ 
Parking for 3,500 Cars ¢ Expositions « Conventions « Trade 
Shows ¢ Sales Meetings « Ice Shows « Announcement Showings 
¢ Automobile Shows « Sports Events 


ee ee Be Be Bee eee ee hee | 


ae 


For further information, 
write or wire 


CLAUDE D. RITTER 

Auditorium and 

Exhibition Hall Manager 
or 


THOMAS F. SMITH 

Director Convention Bureau 
1700 WASHINGTON AVENUE 
MIAMI BEACH 39, FLORIDA 
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Work on exhibit began April, 1959, 
under John Wick’s, exhibit manager, 
direction. A 53,000 sq. ft. room was 
stripped down to the I-beams and 
painted charcoal grey. The four walls 
serve as a background for exhibit. 

Company's floor and ceiling prod- 
ucts presented an advantage when it 
came to selecting over-all decorative 
theme. Ceiling and floor are two basic 
elements in decorating any room 
Armstrong had an opportunity to se 
lect attractive patterns and display two 
new preducts at the same time 

Armstrong created a new pattern 
for the floor in its Tessera Vinyl Corlon 
series specifically for the new exhibit 
center. To provide bright decorative 
ceiling, Armstrong's Golden Traver- 
tone was selected. Travertone is a 
mineral wool acoustical material 
which contains actual golden metal 
flecks inlaid in its fissured surface 

Exhibit room is divided into five 
sections to represent the five Arm- 
strong divisions—Floor, Building Prod 
ucts, Packaging Materials 
and Industrial. Illustrative panels were 


Insulation 


plac ed against grey background of the 
four walls 


Several displays include 
} 


physical 
demonstrations which can be ope rated 


by visitors at the push of a button 


NEWEST AND MOST COMPLETE 
CONVENTION HOTEL IN 
PALM SPRINGS, CALIF. 


nROoOTES 


Convention hall seats 1300—banquet 
facilities for 900—sample rooms— 
small conference rooms—250 exqui 
sitely appointed rooms—complete 
air conditioning 
PLUS Recreational fecilities, includ- 
ing an Olympic-size swimming pool, 
tennis courts, 9 hole, 27?-par golf 
course right on the grounds 


LOCATED IN THE HEART 
OF PALM SPRINGS 
Write or phone for information 
or reaservationa 
Los Angeles: DUnkirk 8.1151 
San Francisco: EXbrook 7.2717 
TED RATCLIFF, General Manager 
Palm Springs RIVIERA 
1600 North Indian Avenue 
PALM SPRINGS, CALIFORNIA 
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These moving displays assist in show- 
ing various qualities and characteris- 
tics of many Armstrong products 

Sound slide films enclosed in a pro- 
jection box and operated by visitors 
(just press a button) are used in sev- 
eral areas. Slides are useful to demon- 
strate colorful decorating ideas in ac 
tual room settings. Thev show installa- 
tions and applications of various Arm- 
strong products 

Center of room has two triangular 
exhibits which face each other. Ex 
hibits are used for announcements dur- 
ing conventions and for new products 
at off-convention times. 

On opposite sides of center exhibits 
are’ two triangular sand boxes high- 
lighted with a Japanese combed effect 
Sand itself was pro 
vided by the Armstrong plant in Mill- 
ville, N. J. (Sand is used as a basic in- 
gredient in the manufacture of glass 
containers.) 


on the surface 


To one side of the sand boxes are 
continuous operating water fountains 
which lend an attractive decorative 
effect. Pebbles in the bottom of the 
fountains came from Omaha Beach 
France. Thev are used in the Arm 
strong floor plant in Lancaster to grind 
paint pigments 


Green ferns and bamboo sprouts 


OPTIVOX 


LIGHTWEIGHT 
PORTABLE EASE 


Here's the adaptable exse|—29" x 39°” stee! board 
finished in “rite-on” green—may be used as chalk 
board, chart board or magnet board. converts from 
70” floor usé to table mode! Completely portable— 
weighs 17 lbs. Only $44.95 


Carrying case and lamp fixture extra 


PROJECTION TABLE 
There's space tor al! your materials on 
this easy to roll table with sponge rub 
ber pad on top shell Has 4° sawe! 
wheel's (two with Drakes) that hold on 


inciine. Several models and heights 
42” table only $32.95 


Write for Literature and Dealer's Name gg 
Some Dealer Territories Sti! Open 


THE ADVANCE FURNACE C0. 


2310 EAST DOUGLAS WICHITA, KANSAS 
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have been included to enhance exhibit 
features. Plants will be changed 
cording to seasons of the year. White 
azaleas are scheduled for this summer 

White _ plastic, 
ashtrays, display tables and indirect 
lighting fixtures were designed espe 
cially for the new display room 

To provide greater flexibility, mush- 
room display tables can be removed 
and be replaced by floor lighting. Pres- 
ently, samples of new sheet flooring 
material are displayed on the tables 
and are lighted by “floating” overhead 
lamps When acoustical ceilings are 


mushroom-shaped 


displayed, lights will be placed in the 
table receptacles and the ceiling sam- 
ples will be “floated” from above. 
Commenting on the new Armstrong 
display room, Wicks says that this was 
the first time that the entire Armstrong 
story has been told in one spot. He 
adds, “The display room, as a means 
of creating company awareness, is 
gaining new importance and recogni 
tion throughout the country. It is a 
simple, easy, and effective way to tell 
the stranger a company s entire com- 
plex story in one room through in- 
formative, physical demonstrations.” 


Multiply this by 12,000 


and there’s still room for parking! 


Free parking for 12,000 cars is just one of many con- 
vention conveniences at Dallas’ beautiful State Fair 


Park! And there is more space if needed to serve the 


six permanent buildings (two air-conditioned) pro- 


viding 342,000 sq. ft. exhibit space, three auditoriums 


seating 


Dallas .. 


x 200 to 4,000! Just 10 minutes from downtown 
. noted for its different and interesting night 


clubs and restaurants, exciting theatrical productions, 


world-famous fashion shops, excellent hotels. Write 
for details to State Fair Park, P. O. Box 7755, Dallas 


26, Texas. 


STATE FAIR PARK 


You try to be creative when you 
plan your exhibit. You think of new 
ways to do things. You experiment 
with all kinds of stunts. But, some- 
how, results are not quite as good as 
you expected. In fact, they are no 
better than before you tried to be 
creative. 

Does this mean that too much 
creativity in exhibits is the bunk? 

Creativity in exhibit planning (or 
anything else) is effective. Reason it 
often doesn’t seem to work is that you 
haven't really been creative. Simply 
because what you are doing is new 
for you or your company does not 
make it creative or truly novel. 

You are not creative when you 
allow many blocks to creative think- 
ing to enter into your exhibit plans. 
Here are the most common blocks to 
creative thinking. Burst through these 
and you will produce the kind of ex- 
hibit that will be fresh, imaginative, 
and above all, productive: 


1. Isolate objective: First big block 
to creative planning is failure to iso- 
late a problem. Often you plan an 
exhibit without a thought given to a 
real goal. You simply want an attrac- 
tive background. You don’t consider 
the marketing problem that your ex- 
hibit must solve. Your aim or objec- 
tive is fuzzy. 


2. Narrow the problem: You may 
state a problem — “Reach more pros- 
pects” — but it is too general. You 
don’t consider the conditions that may 
prevail at a particular show. You 


100 


Why Aren't Our 
Exhibits Better? 


What makes exhibits dull and unproductive? Here are 


the 21 blocks to your planning exhibits creatively. 


Are you guilty of killing or dulling good exhibit ideas? 


By B. B. GOLDNER, Ph. D 
Consulting Editor 


haven’t analyzed percentage of at- 
tendance that represents your logical 
market. You haven't considered pos- 
sible competitive conditions in the 
citv that is the show site (and 75% 
of attendance comes from within 150 
miles of most show sites). Better prob- 
lem statement might be: “How to 
reach more prospects in the petroleum 
field when the show is in Dallas.” This 
might suggest a special kind of ad- 
vance mailing to stimulate booth 
traffic. More crystalized your prob- 
lem (which suggests a positive goal), 
more creative can be your approach 
Think of “what” and “how.” 


3. Appeal to many senses: Often 
we tend to overlook all our senses 
We may think in terms of sight only 
How about touch? Smell? Why not 
prompt booth visitors to feel a prod- 
uct for quality comparisons. Maybe 
prospects ought to smell a difference 
or hear “silent” operation. By striking 
out into directions of many senses, you 
often create a new approach. (How 
many automotive show exhibitors take 
advantage of new car odor?) 


4. Investigate obvious: Do we fail 
to be creative because we overlook 
the obvious? Have we studied prob- 
able traffic patterns? Have we ana- 
lyzed potential audience according to 
its peculiar interests that can be tied 
into our products? Reach for a crea- 
tive commonplace. 


5. Don’t ignore trifles: “Tremen- 
dous trifles” that are overlooked can 


make the difference between exhibit 
success or failure. For instance, have 
we created a special procedure to be 
used by personnel at a show to take 
full advantage of inquiries? 


6. Past experience: Often we are 
led along unproductive lines by over- 
emphasizing past experience. We may 
improperly analyze a past success and 
attribute it to the wrong thing. Then 
we may wonder why a similar appeal 
doesn't always work 


7. Overlook effects: Do vou have 
a block to creativity because you 
underline causes and overlook effects? 
For instance, do vou become so con- 
cerned with booth location that you 
block out creative approaches to take 
advantage of the selectivity of audi- 
ence that a “bad” location may de- 
velop? (When somebody searches you 
out on the fourth floor, shouldn’t this 
suggest an approac h to make the pos- 
sibly fewer exposures more intense?) 


8. Focus on “means”: Too often 
we become so concerned with means 
we forget ends. We work so hard to 
get crowds we forget that select pros- 
pects are better. Why not try to at- 
tract only thinking (and buying) pros- 
pects? 


9. Conformity: Biggest block to 
creativity usually is desire to conform. 
Are we allowing competitors to call 
our shots? Do we do what everybody 
seems to be doing? Do we hesitate to 
take a bold step? Daring exhibits do 
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SALES MANAGERS! AD AGENCIES! 
CONVENTION MANAGERS! urn your 


convention problems over to Manpower, Inc. 


No matter where you exhibit, there’s 
a friendly Manpower, Inc. branch 
office to serve you. We pay all taxes, 
salaries, and insurance. You receive 


FREE Helpful Booklet 


“100 Suggestions for Con- 
vention and Trade Show 
Exhibitors” 


Write on your letterhead or 
call any Manpower, Inc. Office 


one bill for total hours worked. 


manpower, 


826 N. 


listed below. 


Plankinton Avenue 


Milwaukee, Wisconsin 


OVER 175 OFFICES IN THE U.S., CANADA, MEXICO AND EUROPE 


Akron 
Albany, N.Y 
Albuquerque 
Allentown 
Atlanta 
Austin, Tex 
Bakersfield Calif 
Baltimore 
Baton Rouge, La 
Bay City, 
Birmingham 
Boston 
Bridgeport, Conn 
rons 
Brooklyn 
Buffalo 
Canton, 0 
Cedar Rapids, ta 
Charleston, S.C 
Charlotte 
Chattanooga 
Chicago 
Cincinnati 
Cleveland 
Columbut 
Corpus Christi 
Dallas 
Davenport 
Dayton 
Decatur, It 
De 


Elyria-Lorain, O 
Erie, Pa 
Evanston, II! 


1960 


HE 4-1928 
AL 3-4195 
AL 6-9801 
HE 5-8021 
MU 8-1538 
GR 2-7227 
FA 4.9408 
MU 5-0697 
EL 5-6566 
TW 2-2548 
FA 2-7607 
KE 6-801) 
FO 7-8457 
MO 5-3337 


UN 9-9700 


Evansville. Ind 
Fort Worth 
Fresno 
Gary 
Grand Rapids 
Green Bay. Wis. 
Greensboro, NC 
Hackensack 
Hammond 
Hartford 
Houston 
Indianapolis 
Jackson, Miss 
Jacksonville 
Jersey City 
Kansas City 
Levittown, Pa 
Lexington, Ky 
Little Rock 
Los Angeles 
Sherman Oaks, Cali? 
Louisville 
Lynn, Mass 
Madison 
Memphis 
Miami, Fla 
Milwaukee 
Minneapolis 
Morristown, N J 
Nashville 
Newark 
New Brunswick, NJ 
New Haven 
New Orleans 
New York 
Niagara Falls 
Norfolk 


MA 7-3661 


Norristown, Pa 
Oakland 
Oklahoma City 
Omaha 
Orlando 
Paterson 
Perth Amboy, N.) 
Philadelphia 
Phoenix 
Pittsburgh 
Portland 
Providence 
Queens 
Racine, Wis 
Richmond 
Rochester 
Rockford 
Sacramento 
Saginaw, Mich 
St. Lowis 
St. Paul 
St Petersburg 
Salt Lake City 
San Antonio 
San Bernardino / 
Riverside 
San Diego 
San Francisco 
San Jose 
Schenectady 
Seattle 
Sheboygan 
Sioux City 
Sioux Falls 
South Bend 
Springfield, Mass 
Springfield, Ohio 


BR 5.5495 


TU 8.3461 
BE 4-7347 


FA 4-4422 


Syracuse 

Tacoma 

Tampa 

Toledo 

Trenton 

Tucson 

Tyler, Tex 
Vancouver, Wash 
Waco, Tex 
Washington, D. C 
Waterbury 
Waterloo, lowa 
Wausau, Wis. 
White Plains 
Wichita 
Wilmington 
Worcester, Mass 
Youngstown 
Edmonton, Canada 
Hamilton. Canada 
Montreal, Canada 
Toronto, Canada 
Vancouver, Canada 
Winnipeg, Canada 
Brussels, Belgium 
London, England 
Paris, France 
Frankfort a /Main, Ger 
Milan, italy 

Rome, Italy 

Mexico City. Mexico 
Lisbon, Portugal 
Barcelona, Spain 
Madrid, Spain 
Stockholm, Sweden 


6181 
4338 
3-0408 
4648 
9-2543 
2461 
2-0883 
9749 
2504 

3- 1546 
8303 
0349 
2-2226 
0233 
2314 
61% 
8363 
4159 
4166 
1534 
1078 
1174 
2-1858 
4457 
47.16.63 
REG 6121 


MACmahon 19.78 


77.60.26 
70.88.02 
35 36.47 
1422.99 

56695 
37 33 88 
35 32 58 


60.( 13 66 


© 1959 Manpower, Inc 
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TERRACE 
Where there's time for FUN! 


Your attendance figures will zoom, you'll get the work done, ’ 
and still have all the fun nearby that makes 
Miami Beach the World’s Playground! 


We specialize in the smaller group or meeting, 
where our very personalized attention to every detail 
and requirement makes the BILTMORE TERRACE 
perfect for your particular needs! 


And, we've got EVERYTHING to fill the bill—LOOK: 


Exhibition space; Free Parking: 227 luxurious rooms: 
Meeting Rooms Complete Entertainment Program; 
—accommodate 250; Free Shopping Limousine Service; 
Dining areas with banquet Private beach, pool, cabanas : 
kitchens; P.A. system; Night Club—all-star revue; 
Public Relations; Cocktail Lounge, 
Convention staff Dining Rooms 


Represented by UTELL INTERNATIONAL 
New York, Boston, Chicago. 
Toronto 


WRITE, WIRE OR PHONE COLLECT 
Miomi Beoch, UNion 6-573! 
ON THE OCEAN AT 87th STREET, MIAM! BEACH, FLORIDA 


Concentrate On Your Golf Game... 
Leave Your Exhibit Worries With 3d 


Fore Smooth Driving On The Course 
Keep Your Eye On The Bali — 

Fore Smooth Handling Of Exhibits 
Keep Your Aye In Favor Of 3d! 


3 dimensions is uniquely organized to handle 
your complete exhibit programming . . . 
promptly, efficiently and economically. This in- 
cludes the planning, designing, creating and 
follow-through of all materials for any trade 
show or exposition. 


Assure yourself of more time to follow the sun 
across your favorite course. Leave your ex- 
hibit work and worries in 3 dimensions’ cap- 


able hands. 


Write, phone or wire collect for full 
details. Exhibits designed and produced 
Samuel Himmelfarb Associates, Inc 


4132 West Belmont Avenue 
Chicago 41, Illinois 
AVenue 6-750! 


pay off. 


10. To practical: Are you so prac- 
tical that you chain yourself to a nar- 
row approach? Do you stifle creativity 
by dismissing new ideas as impractical 
when you haven't the criteria to really 
judge? So many good ideas offered 
by exhibit designers are shelved be- 
cause of fear of being impractical 


11. Judgment: Major block to crea- 
tivity is to judge an idea too soon. 
We tend to dismiss something new 
before we have given the idea a 
chance to bounce around our brain 
cells. What sounds a little wild on 
first hearing may be just the creative 
avenue to reach our goal. Learn to 
incubate 


12. Too polite: Often we accept 
what seems a good idea because we 
are too polite to doubt the expert. We 
don’t ask why? We don’t probe and 
often lose out on an idea refinement 
that will prove more effective 


13. Competition: How often do 
you become so concerned with what 
competition does that it blocks crea- 
tive ideas for vour show endeavors? 
Overstress competition and often you 
narrow your thinking to a point where 
you are almost hostile to new ideas 


14. Faith in statistics: Don't be 
buffaloed by statistics. Statistics only 
tell you what has transpired. They 
offer no guarantee what might happen 
under a new set of circumstances. By 
creating new circumstances, you may 
enjov remarkable results 


15. All or nothing: There is no 
virtue in an all-or-nothing attitude 
To drop a good idea because you 
haven't all the budget you think nec- 
essary may be walking away from a 
novel and productive approach. If 
you can’t have all, perhaps part of 
the idea will work effectively 


16. Knowledge: “Can't see the big 
fish for the school” is a potent block to 
creativity. Do you know so much 
about a particular show that you tend 
to discount new exhibit approaches? 
It is better to start your thinking 
afresh than to be inundated by a 
plethora of facts. As has been sagely 
said long ago, “We know so much 
that isn’t so.” 


17. Few facts: As big a block to 
creative thinking as your knowing too 
many facts is to know too few. Can 
you dredge up more data on your 
audience needs and wants to suggest a 
new exhibit approach? Today, what 
you don’t know will hurt you 
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FOR YOUR 
NEXT CONVENTION- a TO-END-ALL-CONVENTIONS... 
JNEW ORLEANS 


every delegate of every 
have a time in New Orleans he'll 
There's a disadvantage to New 


an understood guarante 
conventior 
nevel 
Orlear 
however there so much night 


ventions 
enjoy, so much superb food to eat, so many 
so many places to go and see there’s never 
For the best convention you've ever had, 
New Orleans’ Jung Hotel, the South’s larges 
host. 1100 guest rooms, 10 superb meeting room 
coal Room and Cocktail Lounge, every fa 
service and everything that any conve 
possibly need is in the fabulou 
pared for the 


Chicago, MO 4-5100 
New York, MU 8-0123 
Washington, EX 3-648]. 


JUNG 


A well-conceived plan shoul 


work. If it doesn’t, don’t let it block 


vou from doing 


happening You're not being laz. take 


hard-headed 
when vou sit back and think. A little 


but he 


Dreaming: A 
a dreamet 


18, 


businessman isn't 
evel anvthing ne 


ought to be. Fear of being fanciful 
often blocks new ideas 
your imagination soar when vou work 
on exhibit problems. A little dreaming 
ma produce results that all the hard 


headed appraisals will never develop 


It pays to let 


19. Laziness: We often assume 
that sitting back and thinking is being 
If a pencil isn’t being pushed 
or a dictating button being 
pressed, we may feel that nothing is 


lazy 
isn't 


more unfettered pondering mav be the 


most produc tive minutes spent during 


the day. Do some advance thinking 


your marketing goals and their 
Creative 


about 
upplic ation to exhibit plans 
thinking is time-wasting 


spe nding proc Css 


not a ol 


It is an investment 


20. Mistakes: Fear of making 
mistake drowns manv a budding idea 
One characteristic of mat 


is that he isn't afraid to make a mis 


a creative 


It takes a little daring to be different 
but it is the difference th 


in an exhibit 


21. Speed: Don't be trapped 
making an evaluation too soon 
because an idea doesn't produce 
sults fast enough, 
Perhaps a little change, a little shift 
Be willing 


experimenting time as well 


, 
don’t dismiss it 


will get you to vour goal 


to invest 


ONE STOP SERVICE 
COUNSELLING « DESIGN ano PLANNING 


CUSTOM FINISHING + ANIMATION «INSTALLATION 


CORPORATION 


EXHIBIT SHOW DIVISION 
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Supremely Suitable 


for SALES MEETINGS 
CONVENTIONS » BANQUETS 


A distinguished hotel - with 
a distinguished name - in 
the heart of the city 
nearest everything, with 
complete facilities for 
everything 


* Luxurious Guest Rooms and 
Executive Suites 


*% Closed Circuit TV 


% Meeting and Functional Rooms 
for 10 to 850 


. MOST EXCITING CONVENTION MICHAEL A. DEVITT, Soles Meneger 
t. AREA IN THE WORLD...! 1512 SPRUCE STREET © Kingsley 5-0100 
a” « 8. 8. LEIDER, Monoging Director 

Plan your convention for the one area in the world that has every- 
thing. Make Hawaii the prize of your sales incentive program. 
For here are flawless climate, scenic beauty, and every conceivable 
facility for fun and down-to-earth business. 


There are convention halls and rooms of rare beauty and effi- 
ciency. Exotic food to sample, and no other resort area in America 
offers such reasonable rates. 

For a rousingly successful meeting plan it in Hawaii. Or, if it is in 
one af the western states, schedule a post-convention tour to these 
enchanting islands 


For more information about the world’s most exciting convention mplete resort 
area, write or wire: 


for Conventions & Sales Meetings 
HAWAII VISITORS BUREAU 


2051 Kalakaua Ave., Honoluiv, Hawaii EDGEWATER 


618 Wrigley Bidg., Chicago, IIlinois 
212 Stockton St., San Francisco, Californie GULF HOTE L 
609 Fitth Ave., New York, N.Y. 
Featuring @ modern new Convention Hell 
to accommodate 750. A 700 acre estate 


of recreation and beauty overlooking the 
Gulf of Mezico. Our own 18 hole golf 


as s 
YOUR MEETING’S EASY in tute cian oa ae 
® plenty of activities to entertain. A com- 


*, 44ND THE LIVING’S GREAT— oy dy See ee eal 


> Nes Meisner, © # 
Telephone UN 4-1312 


GULFPORT, mississirr: 


at this beautiful, 35-acre Lake Michi- 
gan estate, far from city distractions 


on the 18-hole golf course, in our 
heated Olympic-size pool. . . tennis, 
badminton, volley ball. Private beach! 


LET MUMCT Im ... Only 21% hours drive from Chicago 
1 of ...4 from Detroit! 
We welcome meetings in May and June, and September through October 15 
WRITE SLEEPY HOLLOW BEACH, SOUTH HAVEN, MICHIGAN (PHONE: 1440) 
OR CALL CHICAGO OFFICE: 75 EAST WACKER DRIVE (PHONE: CEntral 6-8083) 
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as thinking time. Few of the world’s 
great ideas worked successfully in 
their original form. Most of the best 
exhibits evolve slowly. 

Results of these 21 blocks to crea- 
tivity can be seen at every trade and 
industrial show. Walk down any show 
aisle. How many innovations do you 
see? How many novel adaptions in 
exhibit technique and display mate- 
rials are apparent? Not many. It is 
not because our exhibit designers are 
not creative. Generally it is because 
we throw one or more blocks into our 
own thinking which puts a straight 
jacket on final plans. 

In any exhibit, we aim for men’s 
minds. Unless we can stimulate im- 
agination, pique interest, create curi- 
osity, we miss our full potential. You 


can’t do these things with staid, dull 
exhibits. You can’t create a corporate 
image of vision and progress against 
a background of sameness. 

Creative thinking is not theory. It 
works. Pick out exhibits at any show 
that attract attention, that stimulate 
talk—and more important—achieve re- 
sults, and you will see in them a crea- 
tive departure from the ordinary. 

Next time you sit down to plan your 
exhibit program, get the 21 blocks to 
creativity out of your system and start 
from scratch. You will surprise your- 
self on what your mind will conjure. 
Any marketing man worth his salt 
owes it to himself and his company to 
think creatively about exhibits — a 
medium that gives vent to greater 
expression than any other. 


Steel Arena Focal Point for Metal Show 


THIS YEAR American Society for Metals will feature a steel arena as 
principal attraction at its national exposition in Philadelphia, Oct. 17-21. 
Arena will be key to exhibit design around which all other booths are 
to be built. Main arena in Philadelphia’s Convention Hall will be used 
to build the steel arena. To be located just inside the doors from the 
main registration area, arena will have an unusual layout. Aisles will 
run off hub as spokes of a wheel. Hub will feature the central theme, 
“Build it Better with America’s Steel.” Steel arena will be occupied by 
ASM and include a reception center for its 30,000 members. 


MAY 20, 1960 


WHERE TO GO 
FOR YOUR NEXT 
GROUP MEETING 

OR 
SALES INCENTIVE 


The ever-popular answer: 
The ARAWAK — unparal- 
leled as an elegant, fun- 
filled place for meetings of 
this kind. On Jamaica's 
smart fashionable North 
Shore. Completely air-con- 
ditioned: 176 balconied 
rooms: beach, pool, horse- 
back riding, tennis, pitch 
"n’ putt and driving range, 
fishing, water-skiing, Jippi 
Jappa Lounge, fabulous 
Limbo Room Supper Club! 


For full information 
ca// our 
National Representatives: 
LEONARD HICKS, JR. & ASSOC. 
New York, MU 8-0123 
Chicago, MO 4-5100 
Miami, PL 4-1667 
Detroit, WO 2-2700 
Washington, D. C., EX 3-6481 


> 


NN ARAWAK P.O. 3 


OCHO RIOS, JAMAICA, W. I. 


BEBE LAP 


= 


PORTABLE RADIO allows Monsanto visitor PANEL OF EXPERTS are located in another part of convention hall, but could 
to listen to experts on the packaging panel. be heard in Monsanto booth. Booth visitors listen to neck, portable radios 


Monsanto Attraction: “Answers. 


Two kinds of “electronics” devices used. One, unseen, measured 
36-24-35. Other device was wireless receiver for each booth 


visitor to pick up questions and answers from panel of experts. 


Monsanto Chemical Co. had an products in its booth at the National had 36-24-35 measurements 
ficient “electronic device” to supply Packaging Exposition, Atlantic City Booth visitors stepped up to the 


inswers to questions on over! 600 last month The “electronic device answer machine and pressed buttons 


VISITORS view product while MONSANTC VISITOR selects button on answer HOSTESS is one of three who also 
they tune in on expert panel. machine for facts on particular package display. works as “electronic answer machine”. 


45 Ay 


Nee oad 
as 


whe, 


"Now, that’s what I call service!” 


So do we! At HCA we believe the real difference projection equipment, visual aids, lights and props 
in hotels is the way people are treated. After all, set up when and where you need them. 
what is service but an awareness of people’s needs? Let HCA be your host for the next convention. 
HCA calls it personalized service. That means Tell us your requirements and we'll put our “know- 
prompt, courteous attention to you and to every how” to work to help make your convention more 
individual in your group. successful. For information or reservations at any of 
You get the kind of service that arranges perfect the HCA hotels, contact your nearest HCA hotel 
seating, a P. A. system that functions properly, and listed below: 


THE PLAZA HOTEL ROOSEVELT THE MAYFLOWER EDGEWATER BEACH HOTEL 
New York, N.Y New York, N.Y Washington, D.C Chicago, Il! 
Phone: PLaza 9.3000 Phone: MUrray Hill 6-9200 Phone: District 7-3000 Phone: LOngbeach 1-6000 


SOMERSET HOTEL — HOTEL KENMORE PALM BEACH BILTMORE 
Boston, Mass Paim Beach, Fla 
Phone: COpley 7-9000 Phone: TEmplie 2-1781 
‘ 
CHARTERHOUSE MOTOR HOTEL CHARTERHOUSE MOTOR HOTEL THE ROYAL ORLEANS HOTEL QUITO \ . 
Cleveland (Euclid), Ohio Washington, D.C. — South New Orleans, La. Quito, Ecuador 
Phone: ANdrews 1-0300 Phone: FLeetwood 4-4400 (Summer 1960) (Spring 1960) 


Convention facilities will also be available at other Charterhouse Motor Hotels now under construction. 


Hotet CorpPorRATION OF AMERICA 


A. M. SONNABEND, President 
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to correspond to numbers on dis- 
played products. When buttons were 
pressed, dials on the backwall of the 
exhibit revolved and lights blinked on 
and off Within 10 out 
pepped a card with details on the 
numbered buttons 


seconds, 


product * whose 
were pressed. 
Behind the backwall of the exhibit, 
device functioned 
She was a booth attend- 
ant who what buttons were 
pressed. As the dials whirled and 
lights flashed, she picked out the card 
—filled by number—and put it through 


the “electronic” 
smoothly 
noted 


the slot into the hand of the booth 
visitor. Nobody guessed how the ma- 
chine worked. 

Monsanto used four girls. One was 
stationed at the entrance to the ex- 
hibit; one was at the exit; one served 
as electronic device and the fourth 
was off duty. The girls rotated their 
jobs each hour. 

Exhibit was entitled “Ask Your 
Plastic Packaging Questions of Mon- 
santo.” In addition to the answer 
machine, Monsanto used a panel of 
experts to answer s recial questions on 
packaging as posed by booth visitors 


1 


' 


Puerto Rico’s Most Interesting Luxury Resort Hotel 


La Concha offers exciting newness, spectacular beauty 


—against a backdrop of foreign enchantment! 


Old-world charm, exotic, foreign flavor 


fascinating places to go, new things to do 


-—plenty of sun, ocean fun! These are the rewards of meeting away from the ordi 


nary . in the Caribbean . 


. in Puerto Rico! 


And because Puerto Rico is a part of the United States, you'll feel right at 


home here—with American conveniences, 
and no language or currency problems to bother you. 
conventions are being held in Puerto Rico... 


American cuisine to suit your mood, 
Today, some of the biggest 
where you're at home abroad! 


The magnificent la Concha is located on its own ocean beach, in the fashionable 


Condado section of San Juan. 


Facilities for your enjoyment include cabana 


club, king-size pool, two main dining rooms, night club, three cocktail lounges 


Tennis on premises. Golf privileges 


Completely air conditioned 


250 rooms 


No passports, visas, or vaccinations necessary for U. S. citizens. 


La Concha was designed 


700 persons 
groups 


and secretarial services. 


and staffed—with the handling of conventions, 
sales meetings, and other groups in mind. 
. other meeting and banquet rooms adapt themselves to smaller 
La Concha is completely equipped to provide sound, projection, and 
lighting equipment—and other accessories 


The grand ballroom wiil accommodate 


as well as photographic. publicity, 


Attractive convention rates! 


Send for Colorful Convention Brochure! 
If you like your meetings with a dash of the unusual, send for your free copy 


of la Concha’s beautiful and comprehensive convention brochure 


Write to 


Henning Mogensen, General Manager, Hotel la Concha, San Juan, Puerto Rico 
William P. Wolfe Organization, Representatives. 


AN ASSOCIATED FEDERAL HOTEL ~ Cecil Mills, President 
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HOTEL, BEACH & CABANA CLUB 
SAN JUAN, PUERTO RICO 


HENNING MOGENSEN, 
General Manager 
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As a visitor entered Monsanto's 
booth, a girl offered him a portable 
radio receiver that hung from fis neck 
on a string. It had earphones that 
picked up a taped message in one part 
of the exhibit. In another section of 
the exhibit, it picked up the conver- 
sation between a master of ceremon- 
ies, a visitor asking a question, and 
the answer from a panel member 

Expert panel was stationed three 
floors above the exhibit. In a third- 
floor room in Convention Hall a studio 
was set up for the panel. Six Mon- 
santo packaging experts sat around a 
table. It was fitted out with four 
microphones, a control switch and two 
loudspeakers. Off to the 
audio man controlled the broadcast 

When the professional m.c. in the 
booth was approached by a visitor to 
ask a question of the panel, the m.c. 
interviewed the man. He asked the 
man’s company affiliation, where he 
was from and what his packaging in- 
terest was. 


side, an 


This conversation was picked up 
ind heard by the panel experts. In 
addition, it was picked up and heard 
by booth visitors who were in the sec- 
tion of the booth devoted to this ac- 
tivity 


It’s New! It’s Open All Year! 


IT’S FABULOUS 
FOR SALES MEETINGS! 


Luxurious guest accommodations 
overlooking the largest and finest 
pool in Arizona. Outstanding facili- 
ties tailored to meet your needs 
for sales meetings. European Plan 
rates. Write or phone us now. 


Munk 
Lf) 
Vhadews 


SCOTTSDALE (PHOENIX) ARIZONA 
Operated by Del E. Webb Motor Hotel Company 
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First the m.c. asked the booth visi- 
tor his question. While the m.c. in- 
terviewed the visitor, panel members 
had time to determine which expert 
could answer the question best. The 
panel man who was to answer flipped 
the control switch which put him on 
the air. After he answered, he flipped 
the mikes off and the panel could re- 
lax momentarily until another question 
was presented 

Portable receivers picked up sound 
from a loop antenna under the floor 
tiles in the booth. One loop put out 
the signal for the panel section while 
the other loop broadcasted the taped 
message on Monsanto products 

Loops had to be adjusted to elimi- 
nate “cross talk” that developed. First 
day, loops were a little too close and 
at certain points, visitors’ tiny receiv- 
ers picked up both signals. 

Miniature receivers are powered by 
two pen cells. Because instruments 
are transistorized, their life in con- 
stant use is eight months or longer, ac- 
cording to Gardner, Robinson, Steir- 
heim & Weis, iInc., Pittsburgh 
GRS&W designed and produced the 
exhibit. 

Monsanto clocked thousands of 
visitors through its booth. 
tors left, they 


As visi- 
were asked if they 


would like to have more information 
mailed to their offices. 

Male attendants in the booth were 
easy to identify. They wore powder 
blue coats that matched the booth’s 
decor. M.c.’s (there were two of 
them) worked one at a time. They 
were professionals who could put 
visitors at ease and could carry on an 
interview in a friendly and efficient 
manner. 

Booth installation was more compli- 
cated than normal. In addition to an- 
tenna loops under floor tiles. Lines 
had to be run to the third floor panel 


room. 

Expert panel served two big func- 
tions. It supplied answers to technical 
questions and served as an attention- 
getting device. Passersby were at- 
tracted to the booth to discover what 
visitors were listening to through their 
miniature receivers. 

Because sound was picked up from 
the loop antenna, if you left the booth, 
your receiver was silent. Of course, 
nobody left with a receiver. The 
narrow exit was manned by one of 
the girls who carefully removed the 
gadgets from around visitors’ necks 


MIAMI 


- DUPONT PLAZA 


On-the-bay luxury, superb facilities, in-town conven- 
lence and retes...pius s staff ready, willing and able to 
provide outstanding tion and ting service! 


100% air-conditioned & hested / Meeting rooms 
accommodating 15 to 1,000 / 256 beautiful outside 
rooms & suites / Swimming pool & terrace / Dining 
rooms & Coffee Shop / Men's health club / Four excel- 
lent lounges / Shopping arcade / 880’ yacht dockage 
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Created and produced by Bertell, Inc., N. Y. 
for American Telephone and Telegraph Co. 


(TELEPHONE 


for an outstanding exhibit... 


COLOR PRINTS and 
TRANSPARENCIES by 


SOSH EEE EEE 


GCGe) 


Color prints and color transparencies effectively get across ideas 
of all sorts. Here, scenes in color showed that a telephone call is 
an emotional experience. That’s because CCA Display Trans- 
_parencies are next best to real life itself. 


Roy Bertell, using clean uncluttered design, proves the 
feasibility of bringing outdoor situations to a large indoor 
audience for AT&T’s Annual Stockholders’ Meeting. 


For more information and the expert assistance of a CCA 
Sales Engineer, consult your exhibit producer and designer. Or, 


contact us direct. 


COLOR CORPORATION OF AMERICA 


The Complete Quality Color Service to the Trade 


DEPARTMENT S 


43 WEST 61ST STREET, NEW YORK 23, N. Y. 


e JUpSON 2-4355 


610 SOUTH ARMENIA AVE., TAMPA 9, FLORIDA « REpwoop 7-5353 


5525 WILSHIRE BLVD., 


LOS ANGELES 36, CALIF. « WEsster 1-4711 


“Tid you know that the a hold 
r Hotel Claremont has ww your next 


i the most convention space 
f P MEETING 


\. west of the Mississippi? 


“ 
~ .<«* 
““Sennsscsner™ 


60,000 SQUARE FEET 
OF EXHIBIT SPACE 


Make the Claremont headquarters 
for your next convention, sales meet- Teletype CG28 
ing, conference, professional sem- 
inar, new product introduction or Complete facilities adaptab!e to any 


exhibition. It’s the liveliest resort . type of function 

hotel in the West Personalized attention to every detail 
F Convenient to railroad terminals 
Located in the center of 


22-acre garden setting. downtown Chicago 
% Gracious, modern atmosphere, 

Overlooking San Francisco Bay ssaediasieatiahaiatidiiaeeal 

“GROWINGEST” HOTEL, TOO: charts, floor plans and full details 


plus traditional LaSalle hospitality 
Banquet service for 4,000 NOW MORE THAN 30 MEETING 
; : AND CONFERENCE ROOMS 
Call, write or wire AVAILABLE—AND WE’RE STILL 
for full information ADDING MORE! 


Kore Ca remont 


Oakland / Berkeley, California Victor Roberts, resident manager 
F HOT ANTERBURY, 
THornwall 3-3720 Teletype OA 520 ee 


Murray Lehr, managing director 


PLAN TO MEET AT BEAUTIFUL 


MYRTLE BEACH 


SOUTH CAROLINA 
“THE RIVIERA OF THE SOUTH” 


ON THE PLANTATION COAST OF SUNNY 
SOUTH CAROLINA! TWO CHAMPIONSHIP 
GOLF COURSES WITH GRASS GREENS, FINE 
FISHING FROM PIERS, BEACH, BOATS, LAKES 
Excellent Hotels, Motels & Apartments 80 mil 
SPECIAL RATES OFFERED FOR GROUP MEETINGS AND = ~ 
CONVENTIONS FROM OCTOBER THROUGH APRIL north 0 
Advise us your needs, number in group and dates Montreal 
= of meeting. We'll give you fullest cooperation : 
CONVENTION BUREAU—CHAMBER OF COMMERCE— MYRTLE BEACH 55, S.C. Siegfried Faller, Jr., Sales Mgr 
Telephone: St. Jovite 83 


Chunk E. Cottages 
Mont Tremblant, PQ 
Conoda 
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Monsanto had 200 receivers on tap 
Not that it expected nor could handle 
200 people in its booth at once. It 
wanted to make sure of a ready sup- 
ply at the entrance at all times and 


to insure that there would be plenty 
on hand should some or them fail. 
With an eight-month use life, it really 
had little to fear on the latter score 
at a four-day show. @ 


(One of a series) 


ENGINEERS AND RESEARCH MEN 
developed new concepts, invented new 
production equipment to meet the critical 
needs of “The Ceil"’ — famous scientific 
exhibit for the Upjohn Co. Designed by 
Will Burtin, it was built by The Displayers, 
Inc., where imagination is 
engineered’ into trade shows, 
spectaculars, comprehensive 
international exhibits, point-of- 
purchase displays and many 


y other forms of visual selling 
neem 


635 West 54th Street, New York, N.Y. 
PLaza 7-6500 


& Glad to GREET you 
®@ With complete facilities that assure 


@ successful carefree meeting | 


ARTIST'S SKETCH of layout for exhibit with cross aisle for rocket show. 


New Show Layout: 
Exhibits Cross Aisles 


Termed “exhibiting in depth,” newest floor plan requires that 


®@ With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 

® With personalized attention to 
good service and come-back-again 
hospitality 

®@ 90 miles from Phila. & N. Y. C. 
For information call our offices in: 
N. Y.—LO 5-1115 « Phila.— Ki 6-1937 

or write: EDWARD C. JENKINS 


me SKYLINE INN 


New concept in exposition layout firm. “Exhibiting in depth” is term a 
has been developed by Robert T. Ken- used to describe the new method. In at the Teo at eo 
worthy, Inc., exposition management essence, the new floor plan uses both a 


exhibitors use space on both sides of aisle. In effect, aisles run 


through all booths. New approach to be used at Rocket Show. 
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Te JOHN MARSHALL 


Convenient to business and entertainment 
and complete with its own exclusive brand 
of hospitality, The John Marshall offers 
conventioneers many advantages: 

500 private rooms and baths, 1000 capacity 
Virginia Room, 500 capacity Roof Garden, 
rates from only $6.00. Include “Hospitality” 
in your next convention pians .. . contact 
The John Marshall. 


For reservations and information contact: Christian Munt — Director of Sales 


Richmond Hotels, Inc., Richmond, Va. 


STH AND FRANKLIN STS. 


For Successful Meetings 
TWO GREAT HOTELS ON TIMES SQUARE 


Now under one management, the famous Hotel Astor and New they offer facilities unmatched anywhere. Air conditioning, su- 
York’s newest, Hotel Manhattan, offer the most flexible meeting perb staffs, comfortable guest rooms, modern equipment, fine 
facilities in this capital city of conventionland. Each is fully restaurants, and ideal location, combine to make the Astor and 
equipped—and teamed up as a combined convention headquarters, the Manhattan wonderful choices for your next meeting. 


HOTEL MANHATTAN : HOTEL ASTOR 
44th to 45th Sts. at Eighth Ave. : 44th to 45th Sts. on Broadway 
jJUdson 2-0300 JUdson 6-3000 
New York's newest hotel. 10 Hm - ; 21 meeting rooms, for 15 to 
luxurious meeting rooms for eee : ye sa 3000 people. Includes the 
10 to 500 people. 1400 air B ". po ee ee | ‘largest ballroom in New 
conditioned rooms, each [aaEEmas ar B Le cen om - | York. 750 air conditioned 
with radio and TV. Excellent TiEees on hs a : ss 4 rooms, each with radio and 
garage facilities. see Mh | — es <r television. 
: ; view kn nn ® E 
rece 5A i 


pr rg ger r 


APP & 


HOTEL . HOTEL 


ASTOR‘@: MANHATTAN 


NEW YORK 
ZECKENDORF HOTELS © FRANK W. KRIDEL © EXECUTIVE VICE PRESIDENT AND GENERAL MANAGER 
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sides of an aisle for an individual ex- 
hibit instead of only one side. 

New arrangement will be seen for 
the first time at American Rocket So- 
ciety’s exposition at New York Coli- 
seum in October, 1961, when “Space 
Flight Report, to the Nation” will be 
presented. 

According to Robert Kenworthy, 
originator of the new technique and 
»resident of the company which bears 
his name, “This is the first major ad- 
vance in exposition-space technology 
in 25 years. Booths occupying one 
side of the aisle only are often less 
than 75% efficient because of the in- 
convenience to visitors of having to 
keep glancing from side to side while 
walilen along the aisle. Some ex- 
hibits are inevitably missed altogether 
and will continue to be missed unless 
a trip is made up one side of each aisle 
and down the other side. 

“Attendance statistics indicate that 
most viewers take a quick walk 
through the exhibition area up one 
aisle and down another to get a gen- 
eral picture. Next stage is to concen- 
trate on certain exhibits. This means 
that those exhibits which did not reg- 
ister during the first tour may not 
If the booth 
is redesigned, however, so that it oc- 
cupies both sides of the aisle, effect 
will be that of entering a room where 
everything in view belongs to one ex- 
hibitor Under such conditions it 
would be impossible to miss an entire 
exhibit just because the attention was 
focussed on the opposite side of the 
aisle for a brief period.” 

This space-in-depth technique can 


have a second chance 


be used in many different ways. Ex- 
hibits may be kept on one side of the 
aisle with the other side used as a 
lounge or office in which to interview 
customers and discuss technical prob- 
lems. One advantage of such a set- 
up: all exhibit materials plainly in 
view across the gisle, and only two or 
three yards from where the customer 
is sitting. 

“Another point to be considered,” 
says Kenworthy, “is the advantage of 
having all the interest pinpointed to 
one location. It is almost the same as 
purchasing space opposite your own 
exhibit to prevent another exhibit 
drawing attention from yours.” 

A slight alteration in booth con- 
struction can make the effect of enter- 
ing a room even more pronounced and 
a suitable arrangement of the exhib- 
its will enhance this effect. Relaxed 
atmosphere of a company showroom 
should be the objective in order to 
eliminate the impression of high-pres- 
sure selling and tense atmospheres 
some people associate with expositions 
and shows. 

Exhibitors who have seen sketches 
of this new space-in-depth concept 
applied to floor plans, are very en- 
Kenworthy 
“In general, we regard it as a long step 
in the right direction whereby Amer- 
ican expositions can duplicate the 
other fields, 
“An exposition is a mar- 


thusiastic, according to 


made in 
Kenworthy 
ket place—oldest means of selling in 
the world, and still the best. Any- 
thing that will improve the presenta- 
tion of exhibits is worthy 
consideration.” ® 


progress says 


of serious 


Mobile School in 35-ft. Van 


Allied Van Lines, Inc. started a 35-ft. mobile training unit on its way 
to every city in which the company has an agent to teach the latest 
furniture moving techniques, this month. Classroom-on-wheels is Allied’s 
new program to improve training of personnel to give better service. 
Driver of van also acts as instructor to agents and their employes. 

So as not to interfere with agent's busy schedule, classes are held 
early mornings and evenings. All Allied men in the vicinity of scheduled 
school are asked to attend whether they be residents or just on their way 
through. Class lasts three hours and covers phases of Allied service. 
Safety, customer relations, loading, packing and crating are explained 


and demonstrated. 


Trailer has built-in sound, motion-picture projector, slide projector, 
desks, chairs and small items of furniture with the proper containers or 
padding for demonstrations. Van also has its own heating and air- 


conditioning system. 


Although primarily to train Allied people, the trailer is oven to service 
clubs and schools. Instruments in the unit can be used to test a person's 
vision, reaction time, and his knowledge of driving skills and laws 
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GRAND BALLROOM 
1000 
lift from 


meeting capacity 
air conditioned 
street for automobiles or 


heavy equipment 


COLONIAL BALLROOM 


meeting capacity 500 


IN ADDITION 
Dining and Meeting Rooms 


22 private 


accommodating 20 to 


200 guests 


FIVE DISTINCTIVE . 
PUBLIC DINING ROOMS 


GARAGE ang 
MUNICIPAL 
AUDITORIUM, 


uehlebach 


Frotel M 
ond MUEHLEBACH TOWERS 


12th STREET AT BALTIMORE AND WYANDOTTE 
KANSAS CITY 5, MISSOURI 


Barney L. Allis, President 
M. F. Landon, Sales Manager 


TELETYPE KC 530 
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THESE ARE 
THE TRENDS 
IM EXHIBIT 
MEDICOM 


RESULTS OF 
TWO STUDIES: 


@ One of companies 
that exhibit 


e One of trade and 
industrial shows 


BIGGER BUDGETS 


spent to exhibit 


7.5% of sales promotion-advertising budget now 


MORE SHOWS 


year 


“Average” company now goes into 10 shows a 


level 


HIGH-LEVEL 
SH BG PLANS 
ae za 
wea _, Okays on exhibit plans 
- “Lo now given at higher executive 


MORE SPACE 


Show managers report more companies buy big- 


ger booths 


AD AGENCIES 


Exhibitors use ad agencies little to help plan 


exhibits 


Bigger chunk of sales-advertising- 
promotion budgets is going into ex- 
hibits. If vou exhibit at trade and 
industrial shows, an all-time high of 
7.5% of vour sales promotion money 
now is invested in show participation. 
This figure is about 2% more than 
it was just about 18 months ago 

Greater investment in exhibit me- 
dium by American industry shows up 
in two studies just concluded by 
Sales Meetings’ research staff. As fur- 
ther evidence. of increased use of ex- 
hibits, study shows 60% of our na- 
tion’s trade and industrial shows are 
expanding into larger spaces. Indi 
vidual exhibitors in shows today tend 
to use more space Study shows 66% 
of show managers expect exhibitors to 
use more space in 1960 shows than 
thev did last year 

Two survevs were made: one to 
companies that use the exhibit me 
dium; other to show managers. Sur- 


ve of 


companies that go into as few shows 


exhibitor practices covered 


as one a year to companies that go 
into more than 200 a vear. (Sample 
was limited to companies that par- 
ticipate in at least one show a vear 
Companies that don’t use the exhibit 
medium were not included in tabula- 
tions.) 

Medium average of companies 
studied indicates that they go into 
10 shows a year. Mean average was 
higher (driven up by corporate giants 
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that participate in more than 100 
shows a year 

& If vou are an average exhibitor 
vour biggest problem 
the study, is to evaluate results of the 


act ording to 


shows in which you participate. Sec 
ond biggest problem for your com- 
pany is to sell its top management on 
the value of shows. (This seems to 
follow because if you can’t evaluate 
vour show participation, you can ex 
pect more trouble when vou trv to 
sell show investment to top manage 
ment 

Third biggest headache for exhibit 
ing companies is show selection, fol 
lowed by problems with booth per- 
sonnel training. Next big problem is 
“getting cooperation from company 
departments” when you plan and 
operate an exhibit program 

Apparently while exhibit planners 
have a tough job to evaluate show 
results and to sell show participation 
to top management, they are success- 
ful. “Getting budget okay” turned up 
last among nine problems listed in 
Study seems 
to indicate that while companies can't 
always prove results they feel ex- 
hibiting is worth while. 

For 1960, 44% of companies that 
normally exhibit at shows will go into 
more shows than they did last year 
Another 41% are slated for the same 
number of shows this year 


the survey to exhibitors 


as last, 


while 18% indicate they will be in 
less shows this vear 

One big healthy trend showed up 
in the study 
panies queried now plan show par- 


['wo-thirds of com- 


ticipation on an annual basis rather 
than on a one-at-a-time basis. (This 


makes sense and is good marketing 


practice and saves money, too 


lon't use the ex 


Many companies ¢ 
hibit medium to full potential. There 
are still 38% of companies that still 
do no advance promotion to mecrease 


Exactly half 
of exhibitors use direct mail to pro 


their booth attendances 


mote attendance to their exhibits. Ad 
vertising in trade journals is used by 
16% to promote show attendance and 
10% make use of external house organs 
to drum up interest in booth visits 
Total .is more than 100% 


some companies use 


bec ause 
more than one 
medium to promote their exhibit ac 


tivities 


& Average company now gets more 
mileage from its exhibits than it did 
before. Study indicates that 41% of 
companies make exhibits available for 
use by their distributors and dealers 
Another growing trend is use of ex 
hibits at stockholders’ 
Twenty-seven percent of companies 
now have exhibits on tap at meetings 
of their share owners. Just two years 
ago, number of companies that used 
their exhibits for stockholder meet- 


meetings 
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3 easy steps to 
a convention in Mawaii 


ET EE ES ae ey 


1 Choose one of Sheraton’s four world-famous luxury hotels on the beach at Waikiki 
for your headquarters. 


ms ; — 250 guest rooms. 

nN — 400 guest roc THE MOANA — 250 & est rooms 

AWAIIA! THE PRINC RIDER — 150 gu : 
THE ROYAL HAWS (510 by july 1 see — 300 guest rooms THE SURF i 


(300 by May 15, 


’ 


a Contact Sheraton’s veteran staff of 
convention experts to help you plan 

every detail — an experienced staff led by 
Robert Chandler, Sales Director 

for Sheraton in Hawaii, with 
headquarters at the Royal Hawaiian. 


3 Enjoy Sheraton’s new 
air-conditioned Meeting House — 
custom-designed for conventions, 

with facilities that can be enlarged 

to seat 1000 or divided to accommodate 
5 smaller groups in complete, 
sound-proof privacy. 


WANT TO KNOW MORE? Write Mr. Chandler or Sheraton Hotels, National Convention Headquarters, 
Sheraton-Park Hotel, Washington, D. C. 


BY JET: just 5 hours from the West Coast .. . 10 hours from the East Coast. BY SHIP: 44 pleasant days, 


SHERATON HOTELS IN HAWAII 


On the Beach at Waikiki 
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AN IDEAL CONFERENCE CENTER 


CONFERENCES OF 20-106 PERSONS 


CONVENIENTLY ee 
LOCATED 


| I 
nants tees our nspect ton 
a 


EXCELLENT 
FACILITIES 


Private function rooms to suit 
your needs. 


GOLF & TENNIS 


18 hole championship course, 
3 fast clay tennis courts, olym- 
pic size pool. 


a’ dellwood country club 
K 


£ vil aif 


L$? LL LO LLL 


: 
I, Condially | 


new city, new york ° new city 4-4626 


/ 


For complete information call or write 


Mr. LEE WILLS, MANAGING DIRECTOR 
DELLWOOD CONFERENCE CENTER — NEW CITY, N.Y. 


| 


« F\ArOeLON somes. 


Se Ve WV, NSN ' 
OG Men K 
that the bes!.conceived conventions are ; te , 
individually planned, specifically tarlored for the demanding ¢ 


but discerning group... where a unique attention to detail and 
finesse will be most appreciated by each and every delegate... Cc @) N VE N T iO N 
~~ i 


> 
Guest accommodations for 300 to 350 persons. I a4 
Flembie exhibition space 10 meeting rooms a A 
accommodating 100 to 1000... 3 separate dimng 

areas each equipped with banquet kitchens. P_A 

system ... print shop... px hons dsrector 

and an expenenced convent staff. ..completely 

Aur Conditioned 


Jack Parker . es 
Managing Director BALD, 5 


ON THE OCEAN 43rd TO 44th STREETS, MIAMI BEACH, LORIDA 


Eleven sumptuous 
Banquet rooms plus 
THE LAFAYETTE 
GRAND BALLROOM 
“Largest in the West" 
13,500 sq. ft. of 
exhibit space ac- 
commodates 2,000 
persons for a meet- 
ing, 1,500 persons 

for a banquet. 


Hotel and Lanais 
LONG BEACH, CALIFORNIA 


Where Vacation, Convention and hotel 
facilities are unlimited 


Telephone HEmlock 5-5681 


ings were few. Mobile exhibits (in 
trucks and trailers) are now used by 
8% of companies. 

Advertising agencies seldom are 
involved with a company’s exhibit 
plans. With 88% of companies, ad- 
vertising agencies take little or no 
part with exhibit plans. Only 3.7% 
of companies have their ad agencies 
“sit in on all plans” and 7.3% use 
their ad agencies to aid with exhibit 
design. Less than one company out 
of 50 (1.7%) has its ad agency handle 
most exhibit plans 

Most cornpanies (68%) call in an 
exhibit house to handle design and 
construction Another 16% design 
their own exhibits and give construc- 
tion out on bids. Four percent give 
both designing and building out on 
bids, and 3% hire a designer who lets 
construction out on bids 

There is no uniformity in industry 
when it comes to what budget to 
charge for exhibit expense. Adver 
tising budget is charged for exhibits 
by 42% of companies. Sales promo 
tion budgets are tapped by 35.8% 
while sales budgets are available for 
exhibits at 17.5% of companies. Re- 
maining 8.2% of companies use other 
budgets for exhibit expenditures 

There is a small but growing trend 
toward use of padded vans for exhibit 
shipment Survev shows that 27% of 
companies now use vans for at least 
some of their exhibit movements. In- 
cluded in this figure are 8% of com 
panies that use vans exclusively 
Seventy-two percent use shipping 
crates and carriers other than padded 
vans 

Exactly half of all companies that 
exhibit will spend more in 1960 to 
exhibit, 32% will spend about the 
same amount as last vear and 18% 
expect to spend less 

Survey asked exhibiting companies 
“What is title of individual who makes 
final decision on show participation, 
budgets and exhibits?” Half of com 
panies indicate it is a top officer 
ranging from president, v-p market- 
ing or sales, to general manager and 
marketing manager who has final 
word on exhibits and show activity 
Advertising manager has final word 
at 24% of companies and 4% give 
final authority to sales promotion 
manager. At 13% of companies, more 
than one man decides exhibit policy, 
and at 9%, exhibit authority is vested 
with a specialist who may have title 
such as exhibit manager, convention 
manager or special services manager 

There are several trends indicated 
by show managers. Almost half (48%) 
are relaxing height limitations in some 
sections of their shows. Thirty-five 
percent of show managers are allow- 
ing some cubic content, and a little 
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less than half of these say cubic con- 
tent exhibits will soon cover all parts 
of their shows. 

Show managers (31%) are adding 
new services. These include free pro- 
motional materials for exhibitors, free 
mailing of exhibitor literature, free 
use of theaters for exhibitor films, and 
market data. 

Seventeen percent of show man- 
agers report they do not allow for- 
eign companies to participate in their 
shows. Of the others, several say 
they haven't had requests from abroad 
so the question is academic 

As shows grow, need to plan fur- 
ther in advance is evident. Average 
show manager must now plan his 
show 5.4 years in advance to acquire 
dates and facilities 

On the matter of regional shows, 
show managers are divided. About a 
third (34%) say growth of regional 
shows has slowed to a point where it 
is static, while 18% say the trend is 
dying. Balance of managers 
(48%), however, indicate that 
regional shows are in the offing. 

As a check on the validity of re- 
sponse from show managers, research- 
ers threw in a question about show 
sites. “Which city do vou think best 
for your show?” If the sample of 
show managers was accurate, re- 
sponse should exactly follow the pat- 
tern of convention and show business 
(City that has greatest number of con- 
first. Next 
should be 


show 
more 


ventions should come in 
biggest 
second, etc.) 
That's exactly 
in this study 


convention city 


tallied 
Chicago, which has 
more conventions than any other city, 
New 


convention 


how results 


came out first in popularity 
York City, 
citv, came in second in the survey 
Atlantic Citv came in third, followed 
by Philadelphia and Cleveland. More 
than 20 mentioned by 
show managers as favorites 

Show 


growth of new 


next busiest 


cities were 


managers are watching 
facilities for exposi- 
tions and 47% of show managers in- 
dicate they are considering new sites 
for their events on the basis of new 
facilities 

Promotion of show attendance is 
important part of show management's 
function and many media are used 
Survey shows that 84% use direct 
mail; 70% use advertising in trade 
journals; 31% 30% 
vse radio; 25% Bill- 
boards and own publications were 
also mentioned 
100% since more than one medium 
usually is used.) In addition, most 
shows depend on publicity to help 
stimulate attendance 

“What do you consider the biggest 
problems facing exhibit field in the 


use newspapers, 
use television. 


(Total is more than 
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Sixties?” was asked of show managers 
High on the list of answers was grow- 
ing labor costs and costs generally 
Another problem mentioned often 
was “too many shows.” Advertising 
agencies that don’t understand the 
exhibit medium was listed by some 
show managers as a big problem 
Competition for facilities and stimula- 
tion of quality attendance were cited 
as additional problems 

What possible trends do 
managers see for the future? Some 
see greater use of cubic-content ex 
hibits. Some expect 


show 


industrial and 


trade shows to eventually allow the 
public to visit at special times (as is 
popular in Europe). 
agers expect 


Most show man- 
more effective use of 
booth space with better trained booth 
personnel and more forceful exhibits. 

Generally, 
their 
more 


show managers expect 
(exhibitors) to be 
selective and to work toward 
better return for each dollar invested. 
Most show managers agree that costs 
are mounting, but expect more effec- 
tive exhibit techniques to make 
participation pay still 
dends. 


customers 


show 


higher divi- 


STOCKHOLDERS MEETING? 


=] YOU'RE 


Let your shareholders see your 


corporate image through a well or- 
ganized stockholders meeting. Ef- 
fectively designed exhibits can give 
them the 
management. 


“feel” of progressive 

Why not discuss your next 
meeting with our “experienced” 
experts. 


DESIGN-BUILT STUDIOS, INC. 


21-21 41st Ave., Long Island City 1, N.Y. 


Stillwell 4-3400 


DESIGNERS AND BUILDERS—TRADE SHOW EXHIBITS 
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An Exposition Is Where 
All Other Media Pay Off 


Show visitors are experts. “They want to ask direct questions 


about the product and its applications,” says Harkavy. “They 


are not there for slogans.” Shows are not to build images but 


“the place to roll up your sleeves and get down to business.” 


Howard A. Harkavy advised Ameri- 
can Industrial Assn. members at a re- 
cent conference to “put your product 
where vour image is.” He warned 
against the exclusive use of exhibits to 
build a corporate image 

Harkavy was one of a roster of 
guest speakers sponsored by AIA New 
Jersey Chapter in Newark. He is presi- 
dent of Howard A. Harkavy, Inc., New 
York City, an advertising counsel, who 
has extensive experience with trade 
shows 

In an afternoon session, Harkavy 
told those present, “You have been 
hearing how to best utilize various 
get across the fact that vour 
is ‘friendly 
»bedient, thrifty, cheerful, brave, clean 
and ‘reverent.’ ” 


media te 
company courteous, kind, 
Conference was on 
profile by 


which the public sees your company 


the corporate image or 

Generally, he supports the philoso- 
phy of corporate images, but adds 
when it comes to industrial exposi- 
tions, trade association meetings and 
conventions, “I won't buy it.” Har- 
kavv theorizes, “An exposition is a 
place where all other media pay off 
It is your showroom, sample case, en- 
gineering demonstration and _ sales 
floor . The place to roll up your 
sleeves and get down to business 

“By utilizing all of the senses - 
touch, hearing, smell — you signal to 
your visitor that you comprehend his 
reason for attending the show. Show 
him that you understand he comes 
only to amplify his second-hand im- 
pressions of your products with first- 
hand analysis and comparison,” sug- 
gests Harkavy. 
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SPEAKER Howard A. Harkavy, presi- 
dent, Howard A. Harkavy inc., N.Y.C. 


In his speech he cautioned mem 
bers that prospects come to see your 
exhibit with a different attitude. He 
says, “Visitors at shows are not the 
same men that they are in their offices 
or in their homes. They are out of the 
Thev left it without coer 
cion, put on their hats and coats, and 


office now 
come to your booth asking to be sold 
They are looking for ideas, information 
and he Ip 

Busy schedules may cause exect 
tives to make your salesmen cool thei: 
heels when in their office. Compan 
advertising is read by them part of 
the time and they have only five se¢ 
onds for direct mail. Now that the 
are at your booth, Harkavy advises 
“Do not make the mistake of trving 
to sell them images.” 

Harkavy believes the show public 
He adds, “Thes 


want to ask direct questions about the 


is an expert public 


product and its applications. They 
want answers on the same technical 
level as their questions. They are not 
there for slogans... but to cut 
through jingle verbiage that we allow 
to grow between our products and 
customers in today’s economy.” 

He describes these visitors in a word 
as “philistines.” He proposes, “If you 
want to go broke in a hurry at shows 
step up and quote Descartes, Aquibes 
and Thomas Jefferson to them.” 


What is an exhibit? As Harkavy 
sees it, a booth is a square with an 
aisle, minimum size about 12 ft. deep 
and 10 ft. wide. An exhibit at an in- 
dustrial show should ideally be able to 
do four things: 


Exhibit is to 

interest en 

ste P ‘ lose t 

Visitors should be ib 
something in motion 
Booth shi uld lite ill 
thing 

Display sh yul 
participate himself 
on the 
an exhibit he comments, “Its 
exhibitors kid 
selves into thinking that it is 
thing to look at. An exhibit that 


looked at. is a lin P ilong that wastes 


However nular ‘ 


ing how many 


possible impact 


three quarters of its | 

At the end of his talk, Harkavy ex 
plains what is accomplished on the 
image with his suggested 
“While vou 


visitors may never have heard of such 


corporate 
approach. His answer is 
a thing as the corporate image, you 
have made a dent in thei: psve hes b 
approaching them sensibly and effe: 
tively. By 


niques to highlight company 


using booth design tech 
mode mm 
ness, vou sell ‘image’ insidiously. By 
staffing your booth with alert compe 

tent technical personnel, you reinforce 
the notion that your company 1S in the 
forefront of the sciences. By appeal 
ing directly to your visitors’ needs with 
sound, demonstration-type selling, you 
create the feeling that all of your com 
pany's produc ts are open to Inspec tion 
beneath the case or cover—therefore 
they must be good 

product where your 


By putting your 

image is, you 
make the most of the exposition me- 
dium as a tool to build vour company’s 
reputation and profits "@ 
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Where you 
CAN 


mix business 


with pleasure 


Whether you're ten or two thousand, plan to get 
away te a spot where you can buckle down when 
there’s buckling down to be done . . . let loose 
and relax when the day’s work is over. And re- 
member, it’s hard to resist a convention call when 
you offer delegates the chance to get away from 


it all, to Caribbean sun or gay Montreal. 


Get the full convention story on any of these fine 
hotels from the Sales Division, Hilton Hotels 
International, The Waldorf-Astoria, New York 
22, New York—Telephone MUrray Hill 8-2240. 


...check these Hilton 
International Hotels 
first... 


IN COSMOPOLITAN MONTREAL 

In the heart of Montreal, offers 
the latest word in convention ser- 
vice! 15,000 square feet of ex- 
hibit space, 23 rooms for as many 
as 3000 for meetings or 2000 for 
banquets, and 1216 spacious guest 
rooms. Convenient to business 
entertainment and transportation 
Free parking for guests 


Sunfire fal 


IN THE HEART OF MEXICO CITY... 


We'll take excellent care of meet- 
ings from 40 to 350 persons. All 
400 rooms are air conditioned 
and they overlook the most fash- 
ionable section of this colorful 
city. For an unforgettable pre- or 
post-convention trip, visit the near- 
by Las Brisas Hilton in Acapulco, 
a colony of pink casitas 


{ A ES 


IN THE GLAMOROUS REPUBLIC OF PANAMA... 


Some of the most progressive 
organizations have turned to El 
Panama Hilton for their conven- 
tions. Serving up to 1200 persons, 
this beautiful hotel has its own 
tennis courts and pool. 


SAN JUAN PUERTO RICO - 


On “Convention Island” itself, set 
in seventeen acres of a garden- 
landscaped peninsula. The Caribe 
Hilton offers seclusion for con- 
ventioneers, plus facilities for all 
summer sports (the year round!) 
and the exciting night life of San 
Juan. Meeting capacity: 10 to 
800. 450 air-conditioned rooms 
Pool, surf bathing, other sports 
No passport or currency problem. 


habana hilton 


| CARIBBEAN’S LARGEST 
ss CONVENTION HOTEL 


In gay Havana, Cuba, with facili- 
ties for up to 1850. Each of the 
630 air-conditioned rooms has a 
private balcony. 


CONRAD N. HILTON, PRESIDENT 
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STUFFED ANIMALS and skee-ball machines give carnival 
atmosphere as opener for Olin Mathieson salesmen to sell 


packaging products. Skee-ball permited packaging experts 
to take recreational breather from other intense activities. 


For Crowds Olin Uses Carnival Theme 


Striped canopy, stuffed animals, skee-ball machines and pretty 
girls are the lure for Olin Mathieson booth at Packaging Show. 


Large industrial trade show re- 
quires a lot of show technique to bring 
in potential customers, and to keep 
their attention 


This was accomplished by creating 


RINGMISTRESSES add glamour to festive air. 
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By R. G. HAMMOND 
Sales Manager, Bryan-Elliott Company 


the Olin Midway exhibit at American 
Management Assn. Packaging Show 
Atlantic City, to let visitors try their 
hand at games of skill in an authentic 
carnival atmosphere 


4 50-foot 
along exhibit’s length announced Olin 
‘Carnival of Packaging” 
fired away 
to test their skill as 
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candy stripe d canopy 


as show goers 
at four skee-ball machines 
“pac kaging ex- 


PACKAGING EXPERTS try hand at skee-bell machine on which are products. 
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LOOKING FOR A MEMORABLE CONVENTION SITE? LOOK TO 
CANADIAN PACIFIC HOTELS FOR THE FINEST FACILITIES! 


Get more done...have more fun at Canadian Pacific hotels! For information and reservations. write to: 
Convention Traffic Department, Canadian Pacific Railway Company, Windsor Station, Montreal, Québec. 


THE ROYAL YORK, toronto, ONTARIO, CANADA. Largest and most luxurious hotel in Toronto, situated in the center 
of the shopping and theatre district. A new 400-room wing brings the total of rooms to 1,600, all with radio and TV. Con- 


= 


vention facilities include: the Canadian Room accommodating 2,200; a seating capacity of 7,500 in public rooms; cocktail 


lounges and dining rooms with a serving capacity of 10,000 at any one mealtime. There’s a complete public address system, 35 


and 16mm projector equipment, and a 400-car garage connected to the hotel by an overpass where you can register when you 


park. For fun: dancing and entertainment every night except Sunday, easily arranged sight-seeing trips. Open year-round. 


EMPRESS HOTEL, Victoria, B. C. Located on 
Vancouver Island, evergreen playspot of the 
Pacific Northwest Coast. Set in beautiful rose 
garden. 570 rooms. Private dining rooms, 
mecting rooms, exhibition rooms. Coronet 
Lounge. For relaxation hours: golf, riding, 
fishing, swimming in famous Crystal Gardens 
Mild climate. Open year-round 


CHATEAU LAKE LOUISE, Lake Louise, Alberta. 
Surrounded by snow-capped peaks, timbered 
trails; fronted by serene Lake Louise. 400 
rooms. Convention facilities. Cocktail lounge. 
Boating, riding, swimming pool, dancing, hik- 
ing. Open June 13 to September 5 

BANFF SPRINGS, Banff, Alberta. Baronial re- 
treat mile-high in the Canadian Rockies. 600 
rooms, cocktail lounge, every convention fa- 
cility. For fun: swimming in two pools, shuffle- 
board, riding, golf on championship 18-hole 
course, tennis, dancing. Open May 20-Sept. 14. 
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THE PALLISER, Calgary, Alberta. 487 rooms 
with radio, TV available. Convention facili- 
ties, Range dining room, coffee shop. Pent- 
house Lounge. Centrally located. Open year- 
round, 


THE SASKATCHEWAN, Revina, Sask. 270 rooms, 
all with radio, some with TV. Comfortable 
accommodations. Good food and service. 
Ranch room, dining room. Open year-round 


ROYAL ALEXANDRA, Winnipeg, Manitoba. 450 
well-furnished rooms. Selkirk dining room, 
Selkirk Lounge. Convention facilities. Open 
year-round 


CHATEAU FRONTENAC, Québec. Commands a 
view of the St. Lawrence and Québec. 660 
luxurious rooms. Private dining rooms, cock- 
tail lounge, meeting and exhibition rooms, 
sound projectors. For relaxation: snow sports, 
golf, sight-seeing, dancing. Open year-round. 


ALGONQUIN, SS’. Andrews-by-the-Sea, New 
Brunswick. Wonderful Old English atmos- 
phere, fine food and service. Accommodates 
350. For after-meeting hours: golf, swimming, 
tennis, fishing, shuffleboard. Open June 23 to 
September 9. 

CORNWALLIS INN, Kenrville, Nova Scotia. Set 
in the peaceful orchards of the lush Annapolis 
Valley. Facilities for 150, ideal for small gath- 
erings. Fishing, golf nearby. Open year-round. 
DIGBY PINES, Digby, Nova Scotia. Unique 
fishing-town inn. 175 rooms, 31 cottages. Con- 
vention facilities. Golf, swimming, fishing. Su- 
perb seafood. Open June 15 to Sept. 3. 
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Miami Beach's most celebrated 
Convention World... 


ALL THIS 1S YOURS...FOR A PERFECT CONVENTION! 
e 14 meeting rooms or combinations . . . to seat any size meeting from 24 to 1600! 
e Monitored air-conditioning ¢ Modern lighting and sound equipment 
e Outstanding cuisine . . . served from an ultra-modern kitchen, 

strategically placed to serve every banquet with maximum expediency 
e Underground parking garage e Yacht anchorage on protected indian Creek 
e 30,000 square feet of drive-in exhibit space at reasonable rates 


hotel, cabana & yacht club 


ALL THIS — PLUS: 
e Olympic pool and private ocean beach 
e Over a hundred luxury cabanas with individual bathrooms 
e Magnificent covered outdoor pavilion 
for dining and dancing, outdoor meetings 
e Three delightfully different 
dining rooms to suit your every mood 
@ Informal gaiety and dancing in 
Harry’s American Bar—Garden Cafe 
e Fabulous entertainment nightly 
in the unparalleled Cafe Pompeii 


BILL POLLARD, Director of Sales 
JEAN S. SUITS, Managing Director 


‘ 
** 


’, 


i 
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SEND FOR COMPLETE CONVENTION BROCHURE 
. .. blueprinting complete plans and details 
New York: Plaza 1-3460 
Chicego: WHifehall 4-7568 
Les Angeles: DUnkirk 8-1151 
St. Lowis: GArfield 1-4081 


a 


OCEANFRONT 
46th to 47th STREETS 
MIAMI! BEACH, FLORIDA 


ind offspring 


Bryan-Elliott Company, Long Island 
Colortul 


City, N. Y., exhibit also featured other 


Each machine highlighted a 


perts.” 
cartons, cello- 


specific Olin product displays, each 


produc t 


phane, containers, including bags and 
sacks, and Ecusta wrapping tissues 
and lightweight printing papers. 
Participants saw their scores re- 
mark of 250 desig- 


Each 


corded on 2 dial 
nating a “packaging expert”). 


guest received a prize, thus creating 


attractions relating to the Olin Pack 
iging Division’s variety of products 
Clever application of a 
product was effected at the left end 
of the booth, where, wrapped in cel 
lophane, stood a pair of okapi, which 
Webster 


and services 


succinctly describes as i 


topped by a large Packaging Division 
logo wete seen betwe en skee ball ma- 
Olin cartons and sacks were 


! against a cari 


chines 
prominently displaye: 
cature of an animated carnival strong 
man. “Strongman” stood on an Olin 


carton and “tested” its strength 


‘peculiar African mammal closely r lo research background for “Car- 
lated to the giraffe.” These were the nival of Packaging 


presumably mother Mathieson sent Brvan-Elliott design- 


1 natural sales approac h for salesmen 
concept, Olin 


attendants 


Conceived and constructed by the stuffed variety 


CORPORATION 
EXHIBIT SHOW DIVISION & 


ONE STOP SERVICE 
COUNSELLING - DESIGN AND PLANNING 


CUSTOM FINISHING + ANIMATION INSTALLATION 
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ers into the hurdy-gurdy atmosphere 
of Coney Island. The quest: What 
makes a carnival? Answer: Bright 
colors, games of skill, wheel of chance, 
festive air. Boiled down, that was the 
formula. Now remained application 
to the booth and to the ta mong 

Skee-ball machines seemed just the 
thing to assure participation of the 
packaging public. But a thorough 
search of Coney Island failed to turn 
up available skee-ball machines. 
Rental was obtained from another en- 
tertainment strip— Broadway. It was 
then a simple matter to rig up a dial 
that would produce a designation for 
each player, such as “packaging pro” 
or “packaging wizard.” 

Meanwhile, only a few blocks off 
Broadway, we wound up a hunting 
safari in a toy shop that promised de- 
livery from Germany of some of 
Africa’s strangest fauna—the okapi. 
Soon a striped-legged pair, simulated 
grass underhoof, and wrapped in cel- 
lophane, were gazing glassily at the 
bustle of merriment along the Olin 
Midway. 

Our artists then went to work on a 
large wheel of chance. When fin- 
ished, the wheel sparkled with a dis- 
play of cellophane-wrapped packages 
of attractive colors and shapes Ex- 
treme right end of the booth featured 
a two-minute movie to tell the Pack- 
aging Division's story and importance 
of proper packaging Visitors listened 
to the audio part with earphones 

Since no carnival would be com- 
plete without a ringmaster, Olin 
Mathieson selected a beautiful and 
gracious hostess to fill the role and the 
uniform. As each guest approached 
the skee-ball area, he was greeted by 
the ringmistress who placed a small 
pin in his lapel to label him as “pack 
aging expert.” Once the guest com- 
pleted his game, an Olin salesman 
was on hand to relate his score to the 
yarticular Olin product or service 
iighlighted 

Literature “under glass” was the 
order of the day at the Olin booth 
Guests filled out cards to request ma- 
terial they desired. This procedure 
helped build prospect lists and also 
prevented literature from going to 
persons seeking only giveaways 

As with any carnival, the produc- 
tion was designed for compact ship- 
ment, quick setups and ease in strik- 
ing 

From audience enthusiasm and in- 
terest shown in their exhibit and 
product line, Olin Mathieson learned 
during the AMA Packaging Show, 
that the carnival idea, although not a 
new one for trade shows, brings fun 


for show goers and gets their orders, 
too. @ 
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“Our team works for you 
and your convention” © 


—says Al Rondeau, Northeast's manager of Group and Convention Sales 


JIM DOWLING 
Philade 
i iphia JACK McCLUSKEY 
Boston 


AP nex orveany 


\ \ Miami 


Planning a convention? You'll want to call Al Rondeau and 
his team at Northeast. Al and his men are convention experts. 


Ask to see their full line of convention service. You'll find 

out how Northeast serves 41 of the East Coast's most 
important cities. You'll see, too, that only Northeast flies 

the Boeing Intercontinental 707 between New York and Miami. 


Call Al Rondeau, at Logan International Airport, in Boston. 
Or call the member of Al's team nearest you. 


|__NORTHEAST 


STAR 
PERFORMER 


SHORE jeer 
5 695 


patent Pend xo 


SELF CONTAINED EXHIBIT 


DISPLAY. . 
WORKSHOP : 


HARTFORD, CONN. JA 2-3237 LE 


NEW YORK CITY OFFICE 


eeetes, 


15 W. 44th ST., OX 7.0412 naa t. high x 8 ft. wide x 26” d 
' ' } ' 1e 09 oeeT 


York Plans 

All Exhibits 

For Full Year 
At One Time 


12-unit exhibit designed so that individual 


pieces can be used alone or in combination. 


Once-a-year planning gives better budget con- 


trol; makes units available for distributors. 


INDIVIDUAL units sell 
separate product lines, 
and may be used singly. 


Nearly every exhibit, sales promo 
tion or advertising manager, at one 
time or another, has talked pious, 
about saving money by planning a 
coordinated exhibit 
vear in advance — making a few ex 
hibits do the job of many and thereby 
stretching the budget 

Unfortunately, only a few exhibitors 
put the words into action 

Gardner Displays Company, Pitts 
burgh, is launching a broad promo- 
tion program this month aimed to help 
its clients 
performan r 
ple the exhibits program put into 
operation by York ¢ orporation, manu- 
facturer of air conditioning, refrigera 
York isa 
subsidiary of Borg-Warner Corp 

Nucleus of York’s program is a 30 
ft. by 50 ft. overall exhibit which is 
made up of 12 individual exhibits to 
promote York's engineered machinery 
and packaged products. Each of the 
12 units, keved to York’s national ad 
vertising program, can be used sepa 
rately or in combination 
York an almost limitless variety of ex- 
hibits to fill its entire year’s display 
program. 

Keeping York’s entire exhibit sched- 
ule for 1960 in mind, designer created 


program tor a 


whieve this optimum of 
It cites as good exam 


tion and heating equipment 


T his gives 
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an overall display to fill requirements 
Southwest 
Heating and Air Conditioning Expo 
sition, Dallas, in February, and West 
ern Air Conditioning, Heating and 
Exhibit, Los Angeles 


Major portion of the exhibit 


of the two largest shows 


{efrigeration 
in April 
also will be shown in Borg-Warner’s 
display rooms in downtown Chicago 
in June and July 

In addition, individual segments of 
the overall exhibit and combinations 
of units are scheduled for use at 10 
other trade shows throughout 1960 
Numerous opportunities are present 
ing themselves each month for using 
portions of it at other regional shows 
under sponsorship of York distribu 
tors 

In all, an estimated 200,000 persons 
will see part or all of the exhibit this 
vear, York Corporation's advertising 
department estimates 

York’s exhibit was a_ corrugated 
translucent plastic ceiling to provide 
a greater degree of cohesiveness for 
Ceiling illumination 
When smaller segments 


the overall unit 
was built in 
of the display are used — eliminating 
need for the ceiling —4 ft. by 8 ft 
sections of the roof assembly can be 
used as illuminated backdrops, either 
vertically where the standard eight- 


foot limitation is | | on height 
horizontally where lower height 
strictions exist 

Next vear, the 12 units will be 
broken down for use 


it sm iller shows 


ready underwa\ 


and work 1S i 
Gardner's on a new, 1961 master « 
hibit to be designed wi the same 
Im mind 
stored in the 


warehouse and plant 


multiple use technique 

York's exhibits are 
exhibit builder's 
refurbishing as 


where necessa;©ry iS 
done between shows. Gardner Dis 
play S$ IS respor ble for shipping the 
proper segments to ¢ ich show 


Caron N. Ehehalt 


vertising and sales 


] 


managet of ad 
promotion, York 


( orp is convinced that “planned 


impact” is the answer to multiple 


trade show exhibit proble ms 

“This system has enabled us to 
establish our trade show program for 
the entire vear he savs, “and we're 
able to keep closer control over our 
Most of all, we get 


much, much more mileage out of the 


exhibit’s budget 


budget.” 

He points out, too, that through 
York’s advance planning the exhibit 
designer and builder is able to employ 
a no-overtime produc tion SC hedule, 
thus saving York needless expense 
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THE MOST MODERN FUNCTIONAL 
HOTEL IN THE SOUTHWEST... 


Designed for 
Conventions 
in Dallas... 
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Hub of Industry and Finance 
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The new Sheraton-Dallas Hotel is planned and 
staffed to accommodate today’s progressive 
businessman . . . for conventions, multiple-meetings 
and private groups. The Sheraton Plans Group 
promises you an integrated, smooth-running program, 
whatever your needs may be. Facilities vary in 

size from private function rooms for 10 people to 

the grand ballroom which will accommodate 

more than 2000. 


th 


PHL] 


a Me 


This modern sheath of mosaic beauty also features 
the finest cuisine, prepared by worid-famous chefs. 


Discriminating businessmen have given their hearty 
approval to the Sheraton-Dailas . . . located in 
the heart of Southwestern finance and industry. 


600 Rooms Free parking for registered guests 


TYPICAL FUNCTION ROOMS provide privacy LUXURY GUEST ROOMS have AM-FM clock THE GRAND BALLROOM — a grond ballroom in its 
and luxurious furnishings for business meet radios, ice-making compartments and extra fullest sense seats more than 2000 at conven 
ings and parties large closets .many hove built-in TV tions contoins facilities for closed circuit TV 


——. 


the new NE YeculOn Dll HOTEL 3°72 


tie 
LOCATED IN EXCLUSIVE SOUTHLAND CENTER...DALLAS te 


Randall Davis, General Manager 
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GIVE WINGS T0 


YOUR CONVENTION ae 


You name the convention, set the time and place. 
We'll get out the vote! 


With hard-selling FE THR))\,. With special fights, 

promotion pieces, THged special menus—the 
mailed direct to your é / | “extras” that build 
convention prospects. ey iri 


With pre- and post-convention 

tour planning, cheerful hote/ 

and sightseeing information in 
your convention city. 


With regionalized pre-arranged 
ticketing, pre-arranged 
ground transportation. 


Want our complete story on building convention 
attendance? Mail coupon today! 


NORTHWEST o-* AIRLINES 


COAST TO COAST FLORIDA « HAWAII 


Convention Bureau, Northwest Orient Airlines 
1885 University Ave., St. Paul 1, Minn 


Tell us more! We want to know in detail how you can boost our convention attendance! 
Name 

Company 

Address 


City 
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“GATOR-RIDE” gives visi- 
tors comfortable seat 
which travels around to 
each exhibit. As chair ap- 
proaches exhibit, a syn- 
chronized recorded mes- 
sage gives sales pitch. 
Visitor can pivot chair in 
full circle. Seats are driven 
on track which can be set 
up in any circular pattern. 


Lounge Through This Exhibit 


Visitors to International Paper's booth rode in comfort while being 


exposed to company’s story. Sound system set so each chair 


received narration synchronized to exhibit area it approached. 


International Paper Co took visitors 
through its exhibit in real comfort 
on moving chairs. Mechanized exhibit 
was designed for use at 1960 National 
Packaging Exposition, Atlantic City 
but can be adapted to a variety of edu- 
cational and promotional displays 

Unit consists of a chain drive which 
propels 55 spectator chairs in an ellip 
tical course around a series of three 
dimensional exhibits and past a series 
of giant full-color transparencies. Each 
chair is equipped with a headset which 
provides closed sound audio svn 
chronized to individual units in the 
display 

It has been named the “Gator-Ride” 
as a wordplay on “Gator-Hide,” regis 
tered trademark for Kraft paper prod 
ucts produced by International Paper 
Structural Display Company, Ine., 
Long Island City, N. Y., designed and 
built the unique display unit after 
months’ work with Allan R 
International Paper promotion 


many 
W vlic 
manager whose project it was 
Exhibit, eight feet high, was built 
to fit an area 98 feet long and 40 feet 
wide, allotted to International Paper 
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in Convention Hall. Like a_ bov’s 
model railroad, however, the track can 
be dismantled and reset to form vari 
ous shapes. Recording equipment 
transparenc Ics and three dimensional] 
exhibits can, of course, be adapted o1 
changed to fit almost anv variety of 
circumstances 

Chain-driven track itself, basis of 
the display unit, is powered by four 
one-quarter hp electric motors which 
mesh four sets of gears to turn the 206 
foot track in its course. Overlapping 
palle ts, CAC h Carry Ing one ot the audio 
equipped chairs, are mounted on this 
single steel track 

his part of the 
signed with the cooperation of Ameri 


exhibit was ce 


can Stage and Equipment Compan 
veteran producers of equipment for 
such clients as Metropolitan Opera 
Radio City Music Hall, and Roxy 
Theatre 

To insure absolute safety, moving 
platform is built with flush outer 
edges, while heavy double lavers of 
carpeting and sponge rubber provide 
comfort plus insulation. Chairs are 


foam-padded lounge chairs, especiall 


designed to swivel in a full circle and 


mounted on aluminum 
bases bolted to the pallets 

As it was used at the Packaging Ex 
“Gator-Ride” offered these 


claw type 


position 
teatures 


@ Synchronized tape recording of 
narration individually monitored to 
each chair headset to coincide with 


the display being passed 


@ Series of large transparencies 
back-lighted and in full color, to tell 
the story of paper-making from forest 
to final delivery, with realistic sound 
effects interspersed with narration 


e Eight three-dimensional displays 
to feature company ’s produc ts 


Promotional “literature” similar in 
format and design to an airline ticket 
was sent by International Paper di 
visional salesmen to their customers, 
offering advance notice of “Gator- 
Ride.” Each ticket packet carried an 
invitation to the International Paper 
hospitality suite at Haddon Hall, a 
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free ride ticket on the “Gator-Ride,” 
and a time-saving pre-registration form 
for the International Paper display 
booth. 

Enteririg the “Gator-Ride,” a visitor 
was seated in a lounge chair on the 
slowly revolving track and helped to 
don headphones. First phase of ride 
took him through a tunnel, past a 
series of transparencies. These showed 
the papermaking process 

Emerging from the “tunnel” where 
these photos were mounted, the spec- 
tator was carried past three-dimen- 
sional displays for International Paper 
divisions: Southern Kraft Paper Di- 
vision, Southern Kraft Bag and Wrap- 
ping Division, Southern Kraft Board 
Division, Bag Pak Division, Single 
Service Division (which produces 
“Pure-Pak” paper milk cartons), Lord 
Baltimore Press (International Paper 
subsidiary which produces —high- 

fashion consumer and industrial pack- 
THE PERFECT THE PERFECT aging design), and Container Division. 


Though International Paper has 


CONVENTION @ 37m VACATION long been a major user of ‘dramatic 
G } displays, “Gator-Ride” is the most am- 
HOTEL HOTEL bitious 


&> Prime problem for “Gator Ride” was 
Standing big, bright and beautiful in downtown Miami .. . the New sound. Unlike Disneyland, which uses 
Everglades offers resort hotel comforts and luxuries; modern, complete an electric-eye circuit breaker and 
convention facilities and near-everything, downtown convenience (and open sound, this display had to use a 
right on U.S. 1). closed sound system, and Promotion 
Manager Wylie believed it was im- 


FR 9-546) received thei: impulse trom a connec 
ons ane tion with the track 


Chairs, designed for safety and 


portant that the audio be individually 

vue synchronized with each chair. This 
NEW > problem, worked out with engineers 

of Mohawk Electronics, was finally 

hotel solved with banks of tape decks which 


write or phone for complete details: 


@ NEW! 4 SPECIALTY RES- @ NEW! AIR-CONDITIONING @ NEW! SPACIOUS OUTSIDE ’ 
TAURANTS .. . each dif- THROUGHOUT . ... Indivi- GUEST ROOMS — 500 comfort, were developed by I. \ 
ferent, each delightful ... dual heating and cooling » NEW! PARKING FOR 500 Chair Company, Brooklyn. 
including the high-in-the- room controls CARS ON PREMISES 
oy ts breath taking © NEWIMIAMI'SONLYROOF- @ NEW! LARGEST AUDITORI- 
Underwater Ballet TOP SWIMMING POOL... UM IN ANY MIAMI HOTEL 

sun-and-play deck ...shuf- . . Capacity 2,000—pius 10 
NEW! 3 COCKTAIL fleboard & 12,000 sq. ft. of meeting rooms accommo- 
LOUNGES! landscaped Roof Gardens dating from 25 to 500. 


BISCAYNE BOULEVARD + 2nd TO 3rd STS * OVERLOOKING THE BAY + MIAMI. FLORIDA 


een 


Giad to GREET you 

With complete facilities that esture 
® successful carefree meeting 

| | With hotel or private cottage eccom- 
modations, fine food, interesting 

sports facilities, etc. 


h rey | p With personalized attention to 


good service and come-back-again 


hospitality 
Yj Oo u 90 miles from Phila. & N. Y. C. 


For information call our offices in: 
N. ¥.—LO 5-1115 + Phile.— Ki 6-1937 
or write: EDWARD C. JENKINS 


QIPeee es HARVEY G. STIEF, nc. |} SKYLINE INN cn 


Cleveland, Ohio GL. 14243. | A Mourzesar cenmszexan 


‘X ~~ 
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“THE HIT OF 
THE SHOW. sc an 


Or 
‘Gator-Ride’ proves 
again that the confidence I 
have always had in Structural 
Display Company is more than 
justified. Your fine organization 
made, what at times seemed 
like an impossible assign- 
ment, an outstand- 
ing success.” 


INTERNATIONAL PAPER COMPANY 


baw TE Guy he 


Manager, Promotion Div 


RONALD A ABBATE THOMAS F. BYRNE 


PRESIDENT VICE PRESIDENT 


JS7ARVONORaD) 
2 Lp OUY COMPANY, INC. 


19-19 24™ AVENUE, LONG ISLAND CITY 2, NEW YORK 
ASTORIA 4-113¢ 
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FRONTIER TOWN captures crowds. Inside saloon is cowboy on wild bull 
(bottom, left) used to take pictures of guests. Hanging tree spots “crimes”. 


Westinghouse Captures 
Old West (and crowds) 


Western theme for Westinghouse 
exhibit appears to attract spectators 
just as well as horse opera on tele- 
vision. Exhibit was a dressed-up West- 
ern frontier town in which convention 
delegates of National Assn. of Build- 
ing Owners and Managers could ca- 
rouse about. Within the frontier town, 
Westinghouse exhibited products from 
three of its divisions: Elevator, Light- 
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ing and Sturtevant (air cleaning 
Exhibit allowed delegates to get 
right into the act and “play” cowboy 
Part of its success may be contributed 
to the “we never get over playing 
cowbov” factor. Western town was 
built by 
Dallas 


Gardner Associates, !n« 


Freeman Decorating Co., 


Pitts- 
burgh, designed whole exhibit around 


a Western saloon in which delegates 
could gather. At one end of the bar, 
delegates were asked to stand behind 
comic scene of a cowboy trying to 
ride a bucking steer. When delegates 
placed their heads in proper spot, a 
picture was snapped with a Polaroid 
camera. 

Evidence of the exhibit’s success 
is the number of visitors who had 
their pictures photographed. With 
only 404 official delegates at the con- 
vention plus their families and ex 
hibitors, some 1,500 Polaroid pictures 
were taken by Westinghouse Eleva 
tor sales staff 

As a convention follow-up, individ- 
ual photographs and sales literature 
were mailed by Westinghouse to all 
\ com 
parison between the number who had 
their picture taken and the conven 


those who had pictures taken 


tion registration leads one to suspect 
nearly evervone visited Westing- 
house's Western town 

Eisewhere in the exhibit, a humor- 
ous touch was added by a tombstone 
standing in a desert scene which 
read: “Here lies A. Builder without 
Westinghouse Electronic Air Clean 
ing In an actual case study this 
building costs its owner $16,482 more 
than an identical building with West 
inghouse Precipitron.” 

Two drawings a day were used as 
a traffic stimulant. Padlock kevs were 
distributed to exhibit visitors. Only a 
few of them would open the padlock 
on the Westinghouse treasure chest in 
front of the U-Can Bank. U-Can was 
the Lighting Division's part of the 
Western town exhibit. Dummy sat 
on bank counter to supervise the 
opening of the treasure chest pad- 
lock. Winners took away a new West- 
inghouse Corridor Light 


Another drawing consisted of the 
delegate’s name being placed in a 
“beer barrel” at one end of the saloon 
bar. Two winning names each day 
were drawn and posted on the 

Fac h 
portable 
A grand prize was awarded 
on the final day when name was 
drawn out of the barrel for a stereo 
player 


“wanted” posters behind bar 
received a Westinghouse 


radio 


Perhaps the most powerful scene 
of the Western town exhibit was one 
entitled “End of the Trail.” Displayed 
near a Westinghouse air cleaner was 
a hanging tree. Four dummy men 
dangled from its limbs with signs 
around their necks. Signs told of one 
of the high crimes of using unfiltered 
Reason for the 
apperance of scene is the 
fact that Westinghouse’s Precipitron 
happens to look similar to a jail door 


a 


air in large buildings 
realistic 
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excitement 


it's fundamental 
at every 
Intercontinental Hotel 


diversions tt y 
ymises of any superb Intercontinental 


tell 15 of the finest—located in 11 


pre 

H 

f > fo 
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WORKMEN erect aluminum skeleton on which hangs black Co. holds farm implement industrial theater in 24 cities. 
nylon material. Dome is portable theater in which Ford Motor Entire geodesic dome takes two days to put up and seats 800. 


Ford Cavalcade Picks Up and Goes 


Ford combines industrial theater and outdoor exhibits in travel- 
ing show. Two troupes cover 24 cities in East and Midwest. 


Portable auditorium is nylon covered geodesic dome—seats 800. 


Aluminum skeleton structure with Motor Company's 1960 Cavalcade lands 
nvlon covering is moving by vans Huge portable auditorium is a nylon Auditorium houses Ford's latest 
throughout the U.S. to hold Ford counterpart of igloos in the north models in farm implements and will 


OUTSIDE VIEW of Ford’s 1960 Cavalcade where farmers mill about equipment exhibit between shows. 
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in Convention 
Circles 


Z new ballrooms 
open Washington's largest convention hotel 
to groups of all sizes 


With the opening of two magnificent new ballrooms, the 
Sheraton-Park can comfortably accommodate groups of all 
sizes, from 40 in one of our meeting rooms to 3000 in 
Sheraton Hall, Washington's largest ballroom. 

These latest additions to the hotel with the widest range of 
convention facilities in the nation’s capital seat 450 each for 
banquets, 600 for meetings. They conveniently open to one 
room for larger groups of 875 to 1200. 

And for the added comfort of your group, the Sheraton- 
Park now has four new floors of garage parking. 


Your members will find it’s sheer pleasure doing business 
in the resort atmosphere of the Sheraton-Park. The hotel's 
facilities include an outdoor swimming pool, four tennis 
courts, 1200 outside rooms, all with air-conditioning, radio 
and TV, three fine restaurants for excellent dining at reason- 
able prices, two delightful cocktail lounges for meeting and 
entertaining associates. 

The important business functions in Washington are held 
at the Sheraton-Park. For complete information, contact 
Lewis M. Sherer, Jr., Sales Manager. 


SHERATON-PARK HOTEL 


2650 Connecticut Avenue, N.W., Washington, D.C. * George D. Johnson, Gen. Mgr. * Phone: COlumbic 5-2000 + Teletype No. WA-75 
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CONVENTIONS - TRADE SHOWS - SALES MEETINGS > EXHIBITS 


90,000 square feet of ground floor 
provides 


THE LARGEST FACILITIES IN THE WEST 


for 


DISPLAY CONSTRUCTION BOOTH RENTAL ELECTRICAL SERVICE 

DESIGNING FURNITURE RENTALS CARPENTRY 

REFURBISHING DRAPERIES SPRAY PAINTING 

SIGN PAINTING STORAGE SEWING 
INSTALLATION DISMANTLING 


7400 Beverly Bivd. 


Main Office 

100 Utah Ave. Los Angeles 36 
South San Francisco Webster 3-361! 
Plaza 6-3300 


“ Canada is 
7 eonventionland! 


ONLY HOURS AWAY- VIA TCA 


Conventions are fun when you hold them in Montreal, Canada's 
unique Paria dé r'A mérique. The re you'll d RCOVET supe rb con- 
vention facilities that comfor tably accommodate more than 
5,000 de le gate 8. A nd only 40 mile ,away rida eis lane su pe r- 
highway are the rustic lodges of the Laurentiar perfect for 
smaller meetings or weekend fun. Nearby there's Que hee City, 
with ite historical old-world charm. T/ year convene in 
Canada. Offering all the excitement of a “foreign” land... 
only a few hours away by TCA. 


fr 
ak. 


TRANS-CANADA AIR LINES 


For planning assistance, see your travel agent, or contact TCA 
in Boston, New York, Tampa/St. Petersburg, Miomi, Cleveland, 
Detroit /\Windsor, Chicago, Seattle/Tocoma, San Francisco, Los 
Angeles or Washington, D.C. 
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INSIDE DOME spectators see parade of farm implement equipment go by as 
integrated part of 1960 Cavalcade industrial show. Professional actors used. 


host some 120,000 potential custom 
ers before the end of the sales road 
show. Three stories high, the geodesic 
dome is used to sell prospects with 
the aid of Broadway entertainers and 
demonstrations of latest Ford equip- 
ment. Dome has a capacity to seat 
800 spectators at one time. Inside, 
there is over 10,000 sq. ft. of un- 
obstructed floor area for equipment 
and show 

The 1960 Cavalcade is a traveling 
“summer stock” version of the now 
popular industrial theater technique 
Show travels in two caravans. One 
swings across the agricultural regions 
of the East, while a second tours farm 
areas in the Midwest 

Dome is a third of a sphere and 
measures 110 ft. in diameter on the 
ground. Two covered entrances per- 
mit the largest type of industrial and 
farm equipment to be moved through 
dome. There are no poles or sup- 
porting columns to interfere with the 
audience’s vision. Black nylon cover 
over aluminum skeleton structure al- 
lows darkness during performance. 

Portable structure is designed for 
air transportation as well. New Or- 
leans show followed the Dallas pre- 
miere of the Midwest team. Dome 
was lifted by a helicopter to set up 
Louisiana show site 

New type “jumbo” strip film pro- 
jector is used to throw image on a 
screen, 42-ft. wide and 10-ft. high, 
to attain a wide screen effect. Image 
size to spectator is four-to-one ratio. 
Picture moves slowly across screen 
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by means of a motor-driven system in 
about 10 seconds to provide audience 
with illusion of motion 

Motion pictures keyed to “The 
Wide New World with Ford” theme 
also is projected “billboard” size 
Combined with a stereo audio sys- 
tem, audio surrounds the audience 
with voice, music and sound effects 
for 90-minute show 

Broadway singer and dancers use 
their talents to put over the Ford 
sales pitch. Musical numbers with 
special lyrics sum up advantages of 
Ford Products in the farm implement 
field Although costumes are not 
overly elaborate, the talent for the 
show is top draw. Buff Shurron, 
“Guys and Dolls”; Norma Doggett, 
late of Ed Sullivan and Steve Allen 
shows; Robert Shafer, “Song of Nor- 
wav”: Arthur Barnett, “Annie Get 
Your Gun”; and Buzz Halliday, “Shin- 
bone Alley”; star in the Ford produc- 
tion 

Suspended spotlight arrangement 
gives the portable theater stage light- 
ing effects to add emphasis to portions 
of show. Curtains are hung in the 
stage wings to give crew privacy from 
the audience. Across the open stage 
are mounted microphones to give 
necessary amplification (to offset poor 
acoustics associated with portable 
theaters). 

Music for the 1960 Cavalcade is 
by Harold Beebe, writer of scores for 
“The Singing Guitar,” and “Songs for 
Squares,” a recent recording album. 

Musical director for the Ford show 


NOVELART 
DISPLAY 
COMPANY inc. 


625 TURK STREET 


SAN FRANCISCO 2, CALIF. 


TUxedo 5-6483 


EXHIBIT 


as DESIGN 
Md HF 2 © CONSTRUCTION 
258 A: INSTALLATION 
—— SERVICE 


MEMBER 


tap the pro 


to plan your group travel! 


Whatever your needs—before or after your 
meeting, incentive awards, employee va- 
cation plans—let this pro handle all the 
details. Write or phone any of our offices 


for fast answers to group travel problems 


ASK 
Mr. FOSTER 


Travel Service 
GROUP DEPARTMENT 


30 Rockefeller Plaza, Suite 1724, New York 20, N. Y 

1627 K Street, N.W., Washington 6, D. C 

200 South Michigan Avenue, Chicago 3, IIlinois 
Buh! Buliding—Lobby, Detroit 26, Michigan 

510 West Sixth Street, Los Angeles 14, California 
350 Post Street, San Francisco 8, California 
811 S.W. 6th Avenue, Portiand 4, Oregon 

22 Providence Street, Boston 16, Massachusetts 

Simpson’s—6th Floor, Toronto, Ontario 
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THE LATEST WORD IN ERVICE FOR CONVENTIONS! 


You and your group are assured of the most ef- 
ficient attention, gracious service, and the ultimate 
in function facilities when you hold your conven- 
tion or sales meeting at The Queen Elizabeth, 
Canada’s newest and finest hotel. Here are 15,000 square 
feet of exhibit space, 23 meeting rooms for up to 3,000 for 
meetings or 2,000 for banquets .. . and 1,216 spacious guest 
rooms, each with individually controlled electronic heating 
and air conditioning. Yours at The Queen Elizabeth are the 
same impeccable service and superb convention facilities 
as thousands have enjoyed at The Waldorf-Astoria, Palmer 
House and other Hilton Hotels in the United States, 
Added welcome conveniences are the direct indoor connec. 
tions to the garage (free to room guests), the Canadian 
National Railways Station and Montreal Air Terminal. Dele, 
gates attending conventions here will thoroughly enjoy their 
visits to Montreal, where British institutions and French 
traditions are delightfully blended. Plan now for your next 
meeting at Montreal's most modern convention hotel. 


TTT RAL ES PLES EES | 


THE QUEEN ELIZABETH 


MONTREAL, CANADA (a€./.K. Hotel) 
Donald M. Mumford, General Manager 


For information contact The Queen Elizabeth, Mon- 
treal, Canada—Telephone  Niversity 1-3511, or Sales 
Division, Hilton Hotels International, The Waldorf- 
Astoria, New York 22, N.Y Tel. MUrray Hill 8-2240, 


Ideally ee dl ee 


Nothing comes | ee 
you aieoh the Atlantic 


FORT LAUDERDALE’S 


LARGEST OCEAN FRONT 
CONVENTION HOTEL 


Complete convention facilities . . . audio-visual aids . . . Meet- 
ing rooms for any size group from committee to full convention 

- 250 rooms... For brochure and complete details, write 
Convention Dept., Galt Ocean Mile Hotel, 3200 Galt Ocean Drive, 
Fort Lauderdale, Fla. 


Fred A. Muller, General. Manager 
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is Maurice Levine, conductor of the 
“Three Penny Opera” in New York 
City. In the past, he was also music 
and choral director for several Broad- 
way productions such as: “Kismet,” 
“Music in the Air,” and the New York 
Philharmonic 

The Jam Handy Organization, De- 
troit, created the show by which 
farmers could get a combination of 
information and a good time. Ten 
stationwagons and four 15-ton vans 
transport the cast, props and dis- 
mantled dome across 25 states to 
scheduled show sites. Twenty-four 
show sites have been planned in all 
for the two show-caravans. In most 
cities to be visited, the Cavalcade 
show will run two days, three per- 
formances a day. Two days are re 
quired for setup before the show can 
open in each location 

Musical production was designed 
to get farmers into a receptive mood 
to hear about Ford’s farm imple- 
ments. Cavalcade represents a once- 
in-awhile opportunity for farmers to 
see complete Ford line at their door- 


step. Creative marketing is the term 
Ford Company uses to describe its 
roadshow. Ford Merchandising Man- 
ager R. T. Armstrong says, “For va- 
riety of equipment assembled at one 
place by one organization, the Caval- 
cade will be without precedent in our 
industry.’ 

Outside the dome, Ford displays a 
“midway” of farm implement equip- 
ment. Early shows have already re- 
sulted in the company being able to 
sell right off the show grounds (even 
before the last curtain in many cases 

The 1960 Cavalcade is open to 
farmer-customers as well as Ford 
dealers and salesmen. Admission to 
the 1960 show is handled through 
local dealers who hand out tickets to 
farmers. Another way in which farm- 
ers can see show is by answering 
special direct mail pieces that adver- 
tise when the show will arrive in the 
area. Interested people simply re 
turn an enc losed card to obtain 
tickets. Technique tends to eliminate 
curiosity seekers and limit audience 
to prime potential customers. ® 


ANACONDA 


Tubing System for Flexible Exhibit 


VARIETY of geometric exhibit designs (left) are readily available with a universal 
exhibit system by Octopus Product, Inc., Canada. It is all done with tubing: round, 
square or hexagonal combined with one or more primary parts such as a hub, 
radial expander and universal swivel. Octopus jacks and tensioners may be used 
to steady exhibit either from ceiling to floor or between walls, pillars or posts. 
System also can be erected to be completely self-supporting by placing vertical 


supports in triangular arrangements. 


Expensive look (right) can be achieved with common material mounted on the basic 
tube framework. Sheets of plastic, plywood, hardboard, metal and glass can be 
used for exhibit counters, shelves or walls. Plastic sheeting and colored cards can 
be curved and contoured in different positions for modernistic effect. Glass and 
clear plastic can be employed to create transparent designs. Principle advantage 
to system is that parts are re-useable even though exhibitor may change design. 
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Prefabricated displays 
of incredibly easy 
assembly, versatility 
and exceptional custom 
styling ... all at mass 
production prices. 


For more information send 
for our new “‘Wizard’’ H-Frame 
catalog and spec sheets 


DISPLAY INC. 
Dept. AR 


3011 Third Ave. So. 


Minneapolis, Minn. 


relax with us, mix business with 
pleasure, enjoy cool nights and sunny 
days “Down East” food delicacies 
and Buffets outstanding 18 hole 
golf course, 2 putting courses, tennis, 
trap shooting, card-party-teas, special 
ladies’ programs entertainment and 
dancing, private Beach Club 

OUR CONVENTION STAFF IS GEARED 
TO ASSIST YOU IN EVERY WAY 


Fast ' Poland Spring 


WM Rt TB 
POLAND SPRING HOUSE 
Maine's Largest Resort 

Home of world-famous Poland Water 

Historic 1797 Room & 1893 Museum 

For our brochure phone 
New York — Judson 6-1385 
Boston — Liberty 2-7326 

Or write: 

Poland Spring House Box F 
Poland Spring, Maine 


Now Booking 1961 - 62 - 63 - 64 Conventions 
FREE GOLF ON HOLIDAY WEEKENDS 
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BOUNCE SOUND principle is described in G.T.&E.’s exhibit as the future space 
communications system. System can be used for transccean messages, too. 


Stockholders Exposed to 


World of Sight and Sound 


General Telephone & Electronics stages meeting for share owners 


in Tampa. Explains technical operations of company through ex- 


hibits. Show kept open two extra days so public could be invited. 


General Telephone & Electronics 
Corp. erected 9,600 sq. ft. of exhibits 
for its annual. shareowners meeting 
held in the Fort Homer Hesterly 
Armory in Tampa, April 20. Tele- 
phone exhibit theme was, “The Won- 
derful World of Sight and Sound.” 

GT&E has more than 185,000 com- 
mon shareowners. Company policy 
directs yearly shareowners meeting is 
to be held outside New York City 
three out of every five years in areas 
where GT&E stockholders are con- 
centrated. Tampa was chosen this 
year because of the number of retired 
people in Florida who own GT&E 
stock. Factor was one of the reasons 
cited by GT&E for the heavy attend- 
ance this vear. ; 
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To get mileage out of telephone 
exhibit, public was invited to see it 
two days after the close of GT&E’s 
shareowner meeting. Telephone ex- 
hibit was designed and built by De- 
sign-Built Studios, Inc., Long Island 
City, N.Y. Studios designed multi- 
purpose exhibit which means that it 
can be broken down into lessor ex- 
hibits to be used at open houses, trade 
shows and sales meetings other times 
in the year. 

Host company for the annual share- 
owners meeting was GT&E of Flor- 
ida. Local company used its tele- 
phone poles to erect signs all over 
the city which pointed the way to 
Ford Homer Hesterly Armory. In 
addition to the functional value, signs 


tended to give Tampa a festive at- 
mosphere. 

Telephone exhibit told shareowners 
the story of GT&E’s diversified opera- 
tions in the field of communication, 
electronics, lighting, television-radio, 
photography, chemistry and metal- 
lurgy. One hour before the official . 
shareowners meeting was to start, 
telephone exhibit was opened for 
shareowners inspection. Exhibit gave 
those already registered something to 
do while remainder of share owners 
were processed. 

Giant telephone fronted the tele- 
phone exhibit with invitation to share- 
owners to see GT&E’s exhibit of prod- 
ucts, services, research 
and development provided by more 
than 86,000 employes. 

Although individual exhibits were 
manned by technicians to explain how 
equipment worked, questions from 
the i on the exhibit were answered 
in the shareowners meeting itself. 
Shareowners participated in some of 
the individual exhibits before and 
after the official meeting. “Mobiltel” 
was displayed so visitors picked up a 
receiver to hear a recorded message 
on how car-to-home operation works 
System calls for a direct dialing with- 
out an operator when available. Sig- 
nal is transmitted by a microwave 
which is the principle used to trans- 
mit long distant calls in the U.S 

Another participation exhibit was 
a booth in which shareowners could 
see how dial system works. Through 
glass panel, dialer could watch the 
electronic switch system set up relay 
as the shareowner dialed each digit. 

Elsewhere, shareowner had oppor- 
tunity to pick up telephone and talk 
Message was recorded and played 
back to give speaker an idea of how 
his voice sounds on the telephone. 
Along with exhibit, booklets were 
available to tell shareowners how to 
have a good telephone voice 

One portion of telephone exhibit 
gave shareowners a peek at the fu- 
ture. GT&E laboratory exhibit dis- 
played a futuristic system of bounce 
sound which uses a satellite in space. 
Telephone message is beamed at 
satellite orbiting around Earth. Mes- 
sage is then reflected from the satel- 
lite to anywhere on Earth. Bounce 
sound eliminates need for transoce- 
anic telephone cables which some- 
times break. 

Another individual exhibit had 
closed-circuit TV equipment on dis- 
play for use at conventions and sales 
meetings. Exhibit had three direct- 
wire TV cameras televising some 
placecards which GT&E’s Sylvania 
had set up. 


operations, 


Exhibits have more recently be- 
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in the heart of Los Angeles 
The 


em, a S Ambassador 


——=S IS i Hotel 
eC SSF8 and Cocoanut Grove 


3400 Wilshire Boulevard, Los Angeles, California 


i you're planning a convention without cares in a 
convenient-plus location, there’s no hotel to equal the Ambassador in Los Angeles. The 
Ambassador offers an unsurpassed combination of lavish accommodations 
and service . . . plus the most extensive and comprehensive convention facilities west of 
Chicago! 600 air-conditioned rooms with private bath and TV, private dining and 
function rooms for groups from 10 to 3000 . . . swimming pool, cabanas and sun club . . . set in 
& 24-acre tropic wonderland. After the meeting adjourns, enjoy star-studded entertainment 
in the world-famous Cocoanut Grove night club. When you plan your meeting 
the Los Angeles Ambassador, you select the outstanding convention hotel on the 
West Coast — in the heart of America’s most glamorous playland! 


7 | SCHINE HOTELS - « «the Finest Under The Sun 


ender 


| 


THE AMBASSADOR HOTEL and COCOANUT GROVE, Los Angeles, California For Reservations Executive 

THE RONEY PLAZA HOTEL and CABANA SUN CLUB, Miami Beach, Florida Offices 

THE MCALLISTER HOTEL and EL CENTRO DE LAS AMERICAS, Miami, Florida pb ny pn 

THE HOTEL NORTHAMPTON and WIGGINS TAVERN, Northampton, Mass. onsen — : at aaeee 120 24th Street 

THE GULF STREAM HOTEL APARTMENTS & VILLAS, Miami Beach, Florida — hoe Miami Beach, Florida 
Los Angeles, DU 7-7011 


THE SCHINE AIRPORT HOTEL and MOTOR INN, Bradley Airfield, Conn. 
between Springfield, Mass. and Hartford, Conn San Francisco, EX 2-4330 New York 


THE QUEENSBURY HOTEL and MOTOR INN, Glens Falls, New York Boston, HA 6-4396 , 
THE GIDEON PUTNAM HOTEL, Saratoga Springs, New York Washington, D.C., DE 2-6118 Office 


THE SCHINE INN at Chicopee, Massachusetts, Exit 6 on the Mass. Turnpike 375 Park Avenue 
THE SCHINE INN at Massena, New York New York, Hew York 
A DIVISION OF SCHINE ENTERPRISES, Inc. 
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come an important tool in stockhold- 
ers relations. One reason for its in- 
creased popularity is that exhibits are 


one way in which complicated prod- 
ucts and processes can be explained 
to non-technical people. @ 


Exhibit to Sell 
Cotton Use to Spaniards 


Dept. of Agriculture and Cotton Council join to promote use of 
cotton to Barcelona Intl. Samples Fair visitors. Two-story 


GEE BOSS! exhibit was designed in U. S.; to be built by Spanish labor. 


Don't look so glum — 
Wilding is going to handle 


our sales meeting this year. 


Picture 
(Circa 1920, scene from 


Togan-Stiles film — Norman 
Wilding is in foreground.) 


WY IILIDIN G 


InN C 
1345 ARGYLE ST CHICAGO 40, ILL 


United States is trying to show the 
Spanish people how they can help 
themselves by increasing the use of 
cotton. “Feed bag fashions” may suc- 
cessfully invade the proud, old land 
of mantillas and fluttering fans next 
June. 

Sponsored by U.S. Department of 
Agriculture and Cotton Council In- 
ternational, construction began April 
5 on an American exhibit designed to 
promote uses of cotton at Barcelona 
International Samples Fair beginning 
June 1. 

Entering a giant hall, visitors will 
be shuttled through display drama- 
tizing—by use of pretty Spanish teen- 
agers in one instance—how cotton fits 
into the “Seven Ages of Man.” Aided 
by Singer sewing machines and Car- 
rier air conditioning, exhibit’s pur- 
pose, officials say, will be simply to 
stimulate Spaniards’ thinking about 
cotton—and, indirectly, the American 
variety 

The two-story exhibit is expected to 
be noteworthy in several respects. It 
is being constructed by Spanish labor 
-under supervision of The Display- 
ers, Inc., New York City — in a coun- 
try which not only grows its own cot- 
ton, but maintains a sizable textile 
industry 

It was designed by The Displavers 
in one of the few instances in which 
the U.S. Government has placed re- 
sponsibility for such an important 
project with an exhibit firm. 

Exhibit will unfold at a time of 
heated controversy in the United 
States touched off by a 550% in- 
crease in foreign textile imports over 
the last 12 vears. 


U. S. officials who sell surplus raw 
cotton abroad at world-price levels, 
are being besieged with complaints 
from American producers who must 
purchase U. S. cotton at higher prices 
To protect against the foreign textile 
invasion, American industry is_re- 
questing a protection system based on 
quotas for individual countries 

Staying entirely clear of this con- 
troversy, American exhibit at Barce- 
lona will focus on the paradoxical 
sides of cotton—absorbent vet water- 
proof; stretchable or shrink-resistant— 
and will imaginatively portray the 
dilemma of a world without cotton 

It will display cotton’s uses in the 
home, in fishing, in industry, and 
agriculture, highlighting a fashion 
show of cotton styles in utility gar 
ments and uniforms. An _ air-condi- 
tioned movie theater will show a film 
tracing cotton’s history from its ear- 
liest use 

Theme of the exhibit is that cot- 
ton, nature’s miracle fiber, is doing 
much to weave a friendlier spirit of 
cooperation between two nations who 
have shared a traditional and cul- 
tural heritage for many centuries 

At one point a display will pro 
claim: Here is a new idea in cotton 
on the farm—“Feed Bags into Cloth- 
ing.” Exhibit will suggest that Span- 
iards buy feed in cotton bags, with 
the color and pattern of their choice 

All that remains, exhibit indicates, 
wil! be for them to open the bags, 
cut them to shape, sew them — and 
“look at the pretty results.” No cot- 
ton-clad caballeros, tilting at wind- 
mills, will be pictured 

* 
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NITED AIR 


IS THE 
CONVENTION 


AIRLINE 


1. Only United Air Lines serves convention cities coast to coast with DC-8 Jets. 


2. United specialists help you in planning convention travel and coordinate 
special group movements for you. 


3. On United you can ship display materials on the same plane you fly 
4. United helps you obtain pre-convention publicity...plan post-convention tours. 
For complete convention travel service, tailored to your needs, write to Mr. M. M. Mathews, Manager, Convention Sales, United Air 


Lines, 36 S. Wabash Avenue, Chicago 3, Ill. 
THE CONVENTION ROUTE OF THE NATION ee 


THE EXTRA CARE LINE [UNITED 


List osc 
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<4 "SELL-HOUETTE” features 
moving silhovette to panto- 
mime sales message for the 
New York Telephone Company. 


POLICEMAN = ventril- 
oquist and his young pal 
(dummy) operate by remote 
control for Ford Motor Co. 


< AUTOMATIC string puppet 
minstrels perform without live 
operator, but action is smooth. 


How to Put “Show’ in Trade Shows 


there isn’t enough “show” in 


Theatrics on the increase at trade and industrial shows. Every- — that 
trade shows. This is the ingredient 
thing from automatic stringed puppets to ventriloquists and ma- they need to strongly compete with 
neighboring exhibitors 
Exhibit techniques have advanced 
to a degree where the simple addition 
of animation to an exhibit in no way 
promises it will be an attraction. It 
takes more than motion to stop to- 
With a maze of 
movement about him, a show visitor 
literally through the 


faster than the speed of the average 


gicians now sell product stories. Demonstrations that use theatri- 


cal approach create curiosity which is a universal crowd builder. 


By HARRY GARDNER 
President, Gardner Associates, Inc. 


day’s show visitor 


moves aisles 


Exhibits at shows in recent months 
indicate a new and bright concept is 
slowly but surely taking hold. More 
and more exhibitors are turning to 
theatrics to lure the show visitor and 
dramatically deliver the sales message. 
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As one walks the aisles of shows, a 
rnarked increase is seen in the use of 
such things as demonstrations: trick 
uses of . recorded 
light, plus live talent effects. Appar- 
ently exhibitors are coming to believe 


sound, color and 
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animation. 

Few exhibitors have not heard of 
the “phonomimic,” a technique that at 
first was labeled a gimmick with a 
short life expectancy. Since then it 
has blossomed into a strong medium 
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NOW! Shoreham Hotel adds fabulous new Motor Inn 
to Washington’s finest convention facilities 


Announcing another great convention feature at the Shoreham 
— the magnificent new $1,500,000 Shoreham Motor Inn, adjoin- 
ing the Hotel. Your members who arrive by car will enjoy the 
informality and deluxe accommodations of the Motor Inn... yet 
they'll be just a few steps away from all your group activities. 
An enclosed passageway leads directly from the Motor Inn to 
all the Hotel’s meeting and banquet rooms. 

Overlooking Rock Creek Park, the Motor Inn is centrally 
located and easy to reach by car from every direction. Every 
spacious, air-conditioned room has free TV and a beautiful 
park view. And under our Family Plan, there’s no extra charge 
for children accommodated with their parents. 

The new Shoreham Motor Inn is one more reason for planning 
your meeting or convention at the Shoreham Hotel, where you'll 
find 17 meeting rooms for 35 to 1000 . . . banquet rooms for 
groups up to 750. . . 650 air-conditioned guest rooms for con- 
ventions in the Hotel and Motor Inn, accommodating 1300 
persons ... and 44,000 square feet of drive-in exhibit space. 
For details, mail the coupon today or phone any of our repre- 


sentatives listed below. 


Shoreham Hotel and Motor Inn 


Connecticut Avenue at Calvert, Washington, D.C. » ADams 4-0700 


Representatives: Leonard Hicks, Jr. and Associates, Inc. 
New York, MU 8-0123 * Chicago, MO 4-5100 + Detroit, WO 2-2700 « Atlanta, JA 4-3486 
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Outdoor swimming pool, free to guests, has facili- 
ties for water shows and pool-side buffets. 


Drive-in registration. Guests arrive at the Motor 
Inn informally. Free adjacent parking. 


Mr. John E. McMurtagh, Sales Manager 
Shoreham Hotel and Motor Inn 
Connecticut Ave. at Calvert, Washington, D.C. 


Please send your full-color convention booklet 
and also Motor Inn brochure. 


Name 
Company 


Address 


City 


JET to your convention on Delta! 


CONVAIR 880’s—the world’s fastest Jetliners join Delta’s Jet Fleet of magnificent 
DC-8’s. 880’s will serve New York, Houston, New Orleans, Atlanta, Dallas and 
Chicago. 


DOUGLAS DC-8 Jetliners offer choice of Deluxe or thrifty Supercoach. Now serve 
New York, Miami, Chicago, Detroit, Atlanta, Dallas/Ft. Worth, Tampa. 


See your Travel Agent or nearest Delta Office 


CO ELTA 


iii ~~. | R Line & 


The air line with the BIG JETS 


YOUR MEETINGS WILL 
BE MORE PRODUCTIVE 
AT THE KEY BISCAYNE 


1. LOCATION: Although 18 minutes from the 
heart of Miami over the famous Rickenbacker 
Causeway, the seclusion of The Key Biscayne 
and its many self-contained diversions assure 
unusually high attendance at all meetings. An 
Island Paradise flanked on one side by beautiful 
Biscayne Bay,on the other by the broad Atlantic. 


2. FACILITIES: Ideal meeting rooms and 
modern equipment; Superb food in charming 
dining rooms; World’s finest Pitch ’n Putt golf 
course; 9-hole golf course on the island; 2 
swimming pools; tennis courts; 2% miles of 
ocean beach; Hotel and Villas air-conditioned, 
heated, beautifully appointed. 


3. PERSONNEL: Our staff is widely known 
for its experienced and capable planning and 
handling of groups from 25 to 250 persons. 


HOTEL AND VILLAS Send for FREE four-color brochure which answers 
701 Ocean Drive « Miami 49, Florida « Tel. EMerson 1-5431 all your questions. Simply write Dept. S. 


NATIONALLY REPRESENTED BY ROBERT F. WARNER, INC.—NEW YORK © CHICAGO © WASHINGTON ~ BOSTON * TORONTO, CANADA 
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of communication which has been re- 
peated in a multitude of settings with 
success. It has appeared in one na- 
tional show for six consecutive years, 
for five different exhibitors. It will be 
seen at the American Medical Assn. 
show in June for the third straight 
year 

New exhibit techniques include one 
with the intriguing name of “Sell- 
Houette.” It uses the theater's oldest 
art, pantomime. Another technique 
involves the old-fashion pitchman with 
a slight-of-hand treatment that has 
met with approval in just four short 
months. 

New York Telephone Co. first un- 
veiled “Sell-Hovette” at the National 
Hotel Show in New York City last 
November. In this age where empha- 
sis has been placed on color, the 
technique gains its attention through 
the simplicity of black and white. It 
involves the use of moving silhouettes 
slaved against a strong background of 
ight synchronized to sound and a 
sales message. 

A clever pantomime show is pres- 
ently touring the West Coast for Ford 
Motor Co. in a “Suburban Living” 
show to introduce Ford's experimental 
Leva-Car as a new conc ept in motor- 
Ing 

Plant Maintenance and Engineering 
Show in Philadelphia last January saw 
the introduction of a magician-enter- 
tainer. So successful was the show 
for Westinghouse that it has requested 
a three year option. In addition, it has 
booked the attraction for numerous 
other shows this vear 

What have we found to be the im- 
portant key to presenting this type of 
attraction at trade shows? 

It is no trade secret that curiosity 
killed the proverbial cat. But, it will 
also attract people if the ingredients 
are properly balanced so there is 
something worth-while for the audi- 
ence. In the past, we have used such 
attraction as “Syncopated Waters,” a 
miniature version of the celebrated 
“Dancing Waters,” in exhibits 

Automatic stringed puppets oper- 
ated by a live operator have the action 
associated with stringed marionettes 
has been successful. Introduction of 
“Stereo-Sound” over earphones amazes 
the most experienced _ stereo-hi-fi 
audiophile 

Another theatrical technique is the 
“Demo-lusion” principle. It simply 
means a demonstration is performed 
with the added excitement of illusion 
Audience watches as products dis- 
solve into the motion of demonstra 
tions wherein only a demonstrator’s 
hands are in view. Products seem to 
be suspended in mid-air. 

“Synchro-Demo” is another dra- 
matic presentation. This is where one 
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demonstrator is employed and all of 
them are synchronized perfectly to 
deliver the same sales pitch all along 
the front of a booth. It has the effect 
of mass presentation and the sureness 
of hitting a prospect no matter at 
what point he enters the booth. 

Popular ventriloquist act has been 
given new and exciting variations. 
Imagine an attractive girl ventrilo- 
quist and a man’s voice coming from 
the dummy. Or the case where the 
ventriloquist figure is also a dummy 
and a hidden operator works both of 
them. 

Our latest innovation takes the form 
of a wireless telephone which allows 
the booth visitor to be treated to a 
“party line” telephone conversation 
transmitted by phone without wires. 
Used by Westinghouse at National 
Electrical Contractors Show, the idea 
has great potential for both trade 
shows and sales meetings. 

Field of trade she yw theatric 5S is 
highly specialized. To gain the most 
from the use of such a technique, a 
producer should be versed in the art 
of exhibiting to sell and in the areas 
of show planning and timing (to give 
a professional look to the presenta- 
tion 

Yes, exhibit selling is taking on a 
“new look” in the form of more “life” 
in exhibits. @ 


rer 
HARD SELL... THE EASY WAY 


At the incomparable Ciaridge, you'll 
get more accomplished — more com- 
fortably. We're particular about the 
important details accommoda- 
tions, service and facilities for your 
organization. 

Seventeen meeting rooms—for groups 
from 25 to 950—pius 12,000 square 
feet of exhibit space, served by heavy- 
duty elevator 

400 spacious rooms, each with fresh 
and sea water and free 21-inch TV. 
Unexceiied ocean-front location. Sun 
decks and health baths. Superb cui- 
sine. Music for dancing twice daily in 
the Mayfair Lounge. For a real suc- 
cess story try The Claridge Touch! 


The Place to Meet in Atlantic City 


Experienced sales staff at your service 
George B. Bruni, 

Vice President & General Manager 

Ada Tayior, Director of Sales 


for 


personalized 


exhibits 
Messmore & Damon 


That “something extra” in 
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our finished product reflects 
a client attitude which, in 
almost four decades of ex- 
hibit design and construction 
has brought to and kept 
with our firm a long and 
distinguished list of satisfied 


customers. 


vingis3® 


_ o o ss... ooeeeoeeeeeeeeeeeeeeeeeeerrrrrrrrrvrrrer~ 
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MEMBER 


We build to help you sell. 
May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 
TRafaigar 6-3530 
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STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


Name Badges, stick on any Gar- 
ment. No pins or buttons. 


ONLY 5c Each 


GOES HERE 
IMPRINTED 


KEN MORRISON 
1000 lots . less 6e each 


DATE ond PLACE 3 inch Circle, Square or 
Triangle. 10 day service. 
MEETING Send copy. Guaranteed. 


FREE SAMPLES — Glad to send them 
Order from Frank D. Jackson, 
JACK-BILT, 906 Central St., Phone Vi 2-5068 
Koensas City, Mo. 


FIRM MAME 
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ARTIST'S SKETCH of the Chicago exhibit to be erected in the Vienna Fair, U.S. Pavilion. 


Chicago Pushes Export Via Exhibits 


City’s Association of Commerce and Industry creates Operation 


Export. Aim is to sign up manufacturers for exhibits in foreign 


fairs and push Chicago-made products. 


In less than four months, 35 Chi- 
cago manufacturers will launch an 
aggressive international trade promo- 
tion to be known as Operation Ex- 
port. It is latest in a steadily expand- 
ing string of trade promotions spon- 
sored by the city’s Associations of 
Conimerce and Industry, which pro- 
motes such ventures as the annual 
World Trade Fair, annual World 
Trade Conference and annual World 
Marketing Conference. This traveling 
version of the Chicago World Trade 
Center is an attempt to call world 
attention to a bustling city with lots 
to say and sell. 

Chicago products will be displayed 
internationally starting with the 
Vienna Fair, September 4-11. Vienna 
is to be followed by international 
trade fairs throughout the world. 

Physical facilities available in 
Vienna are part of the U.S. Depart- 
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ment of Commerce program to in- 
crease our exports. Chicago exhibit 
will use 4,000 sq. ft. within the U.S 
pavilion, located in Vienna’s “Messe- 
gelaende.” The CACI space will be 
completely glass enclosed. 

Operation Export attracts exhibitors 
because it is well timed. Our imports 
have grown to the point where they 
just about equal the amount of ex- 
ports which means more dollars are 
available to buy U.S. products. 
Another factor is the rising prosperity 
of many world areas which now brings 
American products within the people's 
means. 

Incomes are growing. Luxury items 
are becoming more marketable simply 
because they have entered the reach 
of more people. Moreover, the U.S. 
Government is bringing pressure to 
bear upon nations which enjoy an im- 
proved trade balance with this coun- 


First test in Vienna. 


try. It negotiates for lower import re- 
strictions and reviews quota system 
with the aim to improve market con- 
ditions for American products in those 
countries. ° 

In addition, American millions in 
economic aid will increasingly be used 
to buy U.S. products as the Govern- 
ment tightens its control on foreign 
aid spending. Monetary funds and 
international banks will extend credit 
to less developed countries for capital 
investment. More and more it will 
result in new markets for machinery 
and equipment. 

With these profitable facts in mind, 
Chicago’s Operation Export looks to 
Chicago manufacturers. Here is the 
immediate benefits extended to OE 
exhibitors: 


1. CACI offers an economical way 
to enter the export field. Each exhib- 
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WESTCHESTER 
TOWN HOUSE 


7 Veal ay /an 
YONKERS, N.Y 


CONVENIENT is the word for the location of this newest Treadway Inn 
(OPENING—June, 1960), making it ideal for convergence of your 
meeting conferees. 

Alongside New York's Thruway, the new WESTCHESTER TOWN 
HOUSE is your hub for travel via Connecticut, New Jersey and Penn- 
sylvania Turnpikes, Merritt and Taconic Parkways and all major air 
lines. Limousine service connects with LaGuardia, Idlewild, Newark, 
Westchester and Teterboro airports. New York Central trains, buses 
and subways put it 30 minutes from Mid-Manhattan. WESTCHESTER 

Combine easy accessibility like this with modern and convenient TOWN HOUSE 
meetings facilities and traditional Treadway hosting and service . . . add Exit 6W or 6E 
the excellence of famed Treadway cuisine and you have another Tread- 
way key to accomplishment for meetings of 20 to 200. (500 capacity for 
one day conferences.) Check these meeting features 


@ Bright, spacious, air conditioned rooms 

Ample free parking, 30 minutes from Times Square 
500 Place Banquet Room (650 theate: style) 
Heated Swimming Pool 

Complete Hote! Service 


Write or call for Additional Facilities data, rates, availabilities; 
Westchester Town House, Yonkers, N. Y. GReenleaf 6-6200. 


MANHATTAN 


‘fi | TREADWAY INNS and RESORTS 


Every Treadway Inn offers a unique combination of location, facilities and features. Send for complete 
information on one or all, Write or call David F. Treadway, 32 Maple Ave., Windsor, Conn. MUrdock 8-2333. 


- TREADWAY 
THE LORD JEFFERY ANDOVER INN | TREADWAY INN MARYLAND INN ROYAL PARK INN | TREADWAY INN THE DAVID MEAD 


Amherst, Mass 5 Andover, Mass. _ Botovia, N. Y - |____ Annapolis, Md. | Vero Beach, Fle St. David's, Pa Meadville, Pa 
~ | | ¥ 
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THE PUBLICK HOUSE MITTERSILL LONG TRAIL LODGE TREADWAY INN TREADWAY INN TREADWAY INN THE HARBOR VIEW 
Sturbridge, Mass Franconia, N. H Rutiond, Vi | Johnstown, N.Y Rochester, N. Y Lebanon, Pa. | Martha's Vineyard, Mass. 
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| 
MOTOR HOUSE THE WILLIAMS INN TREADWAY INN COOPER INN TREADWAY OTESAGA TREADWAY INN | TREADWAY INN 
Combridge, Moss Williamstown, Mass Norwalk, Conn Cooperstown, N.Y Cooperstown, N.Y. | Canandaiguvo, N.Y. | Niegora Falls, N. Y. 
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... where you have more fun! 
mate golfing... 

boating .. . fishing... 
Just minutes away from 
sneyland, Marineland, 
Park, Santa Anita. Just a 
amous Mt. 


nteresting 


ana get more cone 


LONG 


For information, write: Convention and 
Visitors Bureau, Municipal Auditorium, 
Long Beach, Calif. 


itor pays a flat $1,200 for each show. 
It gives exhibitors more experience in 
international trade as part of a well 
planned, aggressive export promotion 
program. Exhibitor's only responsi- 
bility is to insure that his product 
reaches the fair site and that exhibit 
is properly disposed of when required 
Exhibit booths are constructed at 
show site by the CACI at no addi- 
tional cost. 

2. Products will be exhibited in the 
World Trade Center manned by a 
trained staff of multi-lingual person- 
nel who have answers about products 
as well as foreign markets. 

3. Center will be impressively de- 
signed to best display various prod- 

CACI po 
Roy Dolan as art director and Chi- 
cago’s Jim Fitzpatrick as engineer to 
manage physical aspects of the Chi- 
cago exhibit. Bob Bean is the CACI’s 
world trade division director who has 
had previous expenence In export and 
import markets 

Exhibit will include stands, shelves 
partitions, lighting, desks 
cases, flooring, utilities and services 
essential to the operation of an ex- 
hibit 
assist anyone to put together his ex- 


ucts and services. oved 


display 


Association stands ready to 


hibit either by using staff experts or 
through outside exhibit organizations. 
Option is up to the exhibitor. 

4. Trade inquiries will be closely 
followed-up and reported promptly to 
the proper exhibitor. CACI will pro- 
vide an evaluation of prospective sales 
agents and foreign importers inter- 
ested in representing Chicago compa- 
nies. 

Special exhibit staff will be con- 
cerned with evaluating the entire 
market status to determine whether a 
given product stands a chance to suc- 
ceed abroad 
with a reasonable opportunity to do 
so will be exhibited. Association feels 
that this is also a service in terms of 
protecting a exhibitor’s 
time and money 


Only those products 


prospec tive 


It will not be necessary for exhibi- 
tor to have his employes on the scene 
Staffing chores will be handled by 
CACI. It is planned to set up a world 
trade mission of exhibitors who will 
tour fairs and trade shows abroad 
where their products are being shown 

“Actually,” says Bob Cunningham, 
official spokesman for CACI, “We are 
the first chamber of commerce in the 
country to do this sort of thing. As 


such, we wanted to kick-off in the 


OVERHEARD ON SARANAC LAKE: 


“SARANAC INN is my kind of 
convention hote/...a sportsman'’s paradise!’’ 


In fact, Saranac Inn is so 
complete that, from start to 
finish of your convention, 
you need never leave the 
premises. Everything you 
want is here — on 3300 
woodland acres — golf, 
tennis, water sports, 
accommodations, cuisine 
and loads of meeting space. 


Let Saranac Inn Stimulate 
Interest for your convention. 


Write for our convention folder: From May to September, address — 


ARANAC | 


On Upper Saranac Lake 

Saranac P. O., New York 

Tel.: Saranac Lake 1800 

From October to April, contact... 
New York Office 


Staplid 


N 


Stl 


EVELYN SHARP 


700 5th Ave., Cl 7-2200 PRESIDENT 
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right manner. We believe the Vienna 
Fair in September to be an ideal ex- 
posure for Operation Export.” 

Tom Coulter, CACI’s chief execu- 
tive officer, adds, “You know this par- 
ticular show in Vienna is highly re- 
garded. That is the sort of goodwill 
we want to support our traveling trade 
center. It male attracts over 650,- 
000 potential buyers from all over 
Europe. Austria has established al- 
most full convertibility of its currency 
for dollar imports. The new dollar 
liberalization covers 99.6% of all in- 
dustrial materials imported and 92% 
of all manufactured goods.” 

Operation Export marks a new 
awareness of the changing face of the 
world market 


It holds a golden prom- 
ise for 


American Where 
obstacles such as languages, currency, 
distribution, 


business 


merchandising, cartels, 
quotas, government red-tape used to 
hamper American business expansion 
many U.S. com- 
panies have proved that it can be done 
profitably today. 

While the U.S. is the largest ex 
porter in the world, our total annual 
export rarely touches even 5% of our 
gross production. Of the 
comprising this 


in foreign countries, 


national 


companies modest 


percentage, most are large enough to 
carry export departments of their own 
to solve international trade problems. 

What about the smaller businesses 
with the greatest opportunity to 
grow? They have paid little attention 
to these growing world markets be- 
cause of either lack of interest, know!l- 
edge, staff or finances. 

Operation Export was organized to 
awaken interest in smaller business to 
opportunities abroad and help them 
get started. 

CACTI's object is “to define and ex- 
ploit export markets for American 
products where tariffs, volume poten- 
tial and foreign exchange conditions 
present attractive opportunities.” A 
secondary goal is to locate new invest- 
ments, patent and licensing oppor- 
tunities for American companies in 
countries where satisfactory 
agreements for joint ventures can be 
made with confidence.’ 

CACI simply tells Chicago manu- 
facturers, “It it is profits you want 
here is a good opportunity.” 

The 1960 Fall show in Vienna will 
be the first of many CACI exhibits 
aimed to make Chicago's world trade 
exhibits familiar sights in marketing 
capitals of the world. @ 


foreign 


EASTERN CANADA‘S 
NEWEST SMART RESORT 


Chateau 


Jac Beaupuu 


SUCCESS OF «<—* 


YOUR MEETING IS ASSURED 


IN ANY SEASON! 


When business is the order of the day, we 
provide meeting rooms plus an experienced 
staff to relieve you of every detail. But when 
relaxation time comes, we really shine! A 
beautifully terraced swimming pool, tennis 
courts, nearby riding stable . . . or, in winter, 
our own T-bar skiing, skating and sleigh 
riding. Your inquiry is cordially solicited. 


Lac Beauport 30, Quebec 
Victoria 9-4468 
In New York: Utell international, Plaza 7-2981 
in Torente: Utell international, EMpire 6-3313 


MAY 20, 1960 


HUNTING A SITE? 


Each of these 

Daytona 

Beach 

luxury hotels 

can handle 

up to 500 delegates 

comfortably. Combined 

convention facilities include 

air-conditioning, banquet 

rooms for 1000, three 

swiraming pools, beach 

end eabana colony. 
Large or small, your 
meeting will be more 
successful here. 
Write for details. 


BEACH 


. where you get more done! 


Conference r ms and convention ha 
for groups from 60 to 6,000 

exhibit halls... fine hotel accommr 
tions next to the Municipal Auditoriu 
in downtown ng Beach. Experier 
personne 


smooth a 


‘LONG 
BEACH 


For inform write: Conventio 
ar 


Visitors oon u, Municipal Auditorium, 
Long Beach, Calif 


nand 


AT INTERMISSION A.N.A. group views “Atoms for Peace” display. 


A.N.A. Probes 
Exhibit Medium 


Workshop dissects shows and activities involved with them. Ab- 


sence of statistical data decried. Tips on show selection and 


booth demonstration offered. Value of new materials for ex- 


hibit construction and wisdom of early shipping plans outlined. 


Association of National Advertisers 
probed deep into the exhibit medium 
last month to find clues to successful 
trade and industrial show participa- 
tion. A.N.A.’s “Workshop on Shows 
and Exhibits” brought 175 advertising 
executives together in New York City 
for a full-day dissection of the three- 
dimensional medium 


Clyde R. Dean, general manager, 
Yale Materials Handling Div., The 
Yale & Towne Manufacturing Co., set 
the stage for the workshop in his key- 
note address. He set forth positive 
values of exhibits and then charged 
show managers and others with defi- 
ciencies that could kill the “goose that 
lays the golden eggs.” 

“Participation in trade shows 
throughout the year can give sales 
management key rallying points and 
target dates for the accomplishment 
of field education programs,” Dean 
pointed out. “Scheduling of this na- 
ture makes the show itself a more 
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important medium. I don’t mean in 
any way to recommend show partici- 
pation for the sake of being in a 
show. Careful evaluation must pre- 
cede any decision to enter an exhibi- 
tion, but once this decision has been 
made, the rest of the sales program 
can be laid out around it.” 

Top sales management should be 
on hand at every show, Dean sug- 
gested. “The very presence of execu- 
tive level people lends more impor- 
tance to the show itself,” said Dean. 
“Further, a company’s presence in a 
show can often be tied into local and 
regional sales meetings to the best 
utilization of the promotion and sales 
dollars.” 

Dean expressed his distress at the 
absence of data on shows and their 
audiences. “First of all, some sound 
form of business audit should be ap- 
plied to trade expositions,” he de- 
clared. “At present, audits are carried 
out in accordance with the whims of 
the individual show managements. In 


the trade show field, too often, we 
are left to supposition, guesswork and 
informal information. We find cur- 
selves too often speculating on a show 
and winding up with a very costly 
experiment which could have been 
avoided if sufficient information had 
been available to us for our planning.” 

Some of the steps that would im- 
prove exhibiting were outlined by 
Dean: “All show promoters would be 
required to provide audits of atten- 
dance, geographically and by indus- 
trial classification. Ground rules would 
be established as to legitimate space 
rates. More uniform show service 
rates and regulations would be ad- 
hered to in order to maintain show 
certification.” 

A.N.A.’s workshop attempted to 
cover each important phase of exhibit 
plans and operations. On “Show and 
Space Selection,” B. L Thompson, 
manager, Trade Shows & Visual Aids, 
Allied Chemical Corp., had this to 
say 

“Make sure, and this is obvious, 
that the shows you select have an 
attendance from a marketing area 
where your distribution of product 
and sales force apply. National shows, 
for instance, for a regionally distrib- 
uted product would not be a sound 
investment at their present high costs. 

“Even a nbn vad show held in a 
city which is a weak spot in your 
distribution system should be explored 
thoroughly since 50% to 60% of any 
national show audience is drawn from 
within 100 miles of the show city 
Unless the additional 40% of national 
audience is worth while for the price, 
it would not be recommended.’ 

Oscar Rosesemeier, exhibit man- 
ager, H. J. Heinz Co., discussed ex- 
hibit design and animation. “I don’t 
like live demonstrations or animations 
if used as a gimmick to attract atten- 
tion,” he pointed out. “Live demon- 
strations and animation must place the 
attention on what is being done and 
not on the live demonstrators. If live 
demonstration is not used carefully, 
it is very easy to lose the entire effect 
of an exhibit because all attention is 
on the models, which will give you 
quantitative audience but not selec- 
tive type of audience.” 

On the same subject, Eoward L. 
Grant, manager, advertising services, 
Hercules Powder Co., had this to say: 

“We have found that a programmed 
demonstration or an audience partici- 
pation device will pack the booth and 
sometimes the aisles. In fact, we have, 
on occasion, been asked by the exhibit 
management to control the number of 
spectators so that aisles could be kept 
clear. The danger in this device is 
obvious. Unless this effort is carefully 
planned and staged to direct interest 
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this i6 CONVENTIONLAND, U.S.A. 


and Western’s the wonderful way to fly there! This map \s loaded with 


convention possibilities. And all are within easy reach—thanks to Western Airlines 
Champagne Flights, Hunt Breakfast Flights, or Western Aircoaches. So why settle 
for ‘the same old place’ when planning your next convention or sales meeting’ 

Western's Convention Bureau will gladly supply you with the facts to help you 
decide which of these convention areas will fit your needs best. Just write Betty 
West. Convention Bureau Manager, 6060 Avion Dr., Los Angeles 45, California 
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CASTLE IN THE 


PLUS OUTSTANDING CONVENTION FACILITIES 


IDEAL LOCATION .. 


WORLD'S AT YOUR FEET 


When You Convene at 
Castle.§_ In The Clouds 


ae | An unusual resort hotel 

AMERICAN with food, service, and 
PLAN accommodations matching 

the grandeur of a view 
encompassing seven states. 


CLOUDS 

offers so much for your relaxation 
Swimming Pool « Scenic mountai 
Tennis « Archery « Golf « Shuffleboard 
Battle-ground Hiking Trails « Putting Greens 


n bridle paths 


COURSE 


just outside 
The Caatle 
Seven Meeting Rooms largest seating more than 500 door only 
King Arthur’s Roundtable 
of 20 to 40... dining newly 

furnished comfortable accommodations for groups to 350 


30 steps from 
breakfast 
coffee to 


tee! 


perfect for conferences 


indoors or out 


. Convenient te 

Five Scheduled Airlines * More than 40 Daily Flights 
Braniff « Capitol « Delta * Eastern * Southeast 
‘Charter and Sightseeing Flights also available 

16 trains daily * Southern *« NC & St. L Railways 

Station Wagon Service To and From Hotel 


» Chattanooga, served by 


OPEN MAY TO OCTOBER 


write, wire or phone collect 
JACK M. SLONE 


President 


VErnon 1-1545 
IN THE CLOUDS vhattanooga exchange 
RESORT HOTEL W atop Historic Lookout Mountain 


LOOKOUT MOUNTAIN, TENNESSEE 


Convention headquarters in the heart of Dixie accom- 
modating groups from ten to six hundred 


All air conditioned sleeping rooms and function rooms 
SOUTHERN STYLE 


Write for Rates and Brochure to 


THE MAXWELL HOUSE 
Fourth and Church Streets Phone Alpine 5-2112 
_ NASHVILLE, TENNESSEE 


SS ROMER . 
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toward a particular property or mar- 
ket use of a product, it can divert 
attention from the principal booth 
story. 

“We believe that such a demonstra- 
tion should be made by hand-picked 
persons from our own staff, who speak 
from a previously pre yared script, and 
who have been fa xe rehearsed.” 

Advertising Dept. at Hercules re- 
gards entertainment as an important 
phase of exhibit participation. “This 
work includes the operation of the 
entertainment suite, the handling of 
refreshments, receiving guests, and 
the arrangements for group dinners 
with customers,” Grant revealed. “We 
assign hotel rooms 
all of our representa- 
tives whenever the hotel will permit -* 

Grant offered seven subjects that 


also reserve and 
and pre-register 


ire discussed at a meeting of Hercu- 
les advertising and sales executives as 
soon as an exhibit date is announced 
“At this meeting,” he reported, “sales 
clarified and 


ments are made for these 


objectives are arrange 


activities 


Selection and pre-training of 
booth personnel 
2. Design and construction of an 
exhibit, including 
grammed demonstrations 


any possible pro 


3. Pre-promotion of exhibit in trad 
press and direct mail promotion 


4. Special printed material, includ- 


ing suite cards, tickets to the show 


product leaflets 
5. Plans for accommodations—en 


tertainment suite, hotel rooms, trans 


portati m 


6. Any extra effort, such as a work 
ing suite in the hotel. This is in addi- 
tion to the general entertainment suite 
“We have found this to be a most 
efficient way to get extra mileage from 
exhibit participation.” 


7. Preview of exhibit by representa 
tives of trade press 


It is worth while to search for new 
materials to be used in your exhibits 
Hubert Fitzgerald, supervisor of dis 
play s, Armstrong Cork Co., told 
A.N.A. workshop members. He out 
lined criteria against which you might 
put a new material before incorporat- 
ing it into an exhibit 

“Is it lightweight to cut 
freight expenses 


down 
>” he suggested as one 
question to be asked about a new 
material. “Is it durable 
withstand the rough handling given 
displays in transit? Will it retain its 
attractive appearance even with little 


enough to 
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or no maintenance? Is it timely 
enough to have stepped from the pages 
of the best current architectural pub- 
lications? Is it likely to remain in good 
taste for at least three years, so that 
the display can be adapted for other 
exhibitions later? Does this material 
enhance the booth design and layout? 
Is the cost reasonable?” 

No exhibitor could keep up with all 
new materials. Fitzgerald admitted 
“But even if we just start to pursue 
this phase of exhibit planning more 
actively, we will find it rewarding. 
Keeping up to date on new materials 
will help bring about a saving in 
labor costs and the costs of the ma- 
terials themselves. Most important, it 
will result in exhibits that are more 
functional as well as more esthetic.” 

Fitzgerald mentioned some 
materials “worth considering”: ano- 
dized metals, natural wood veneers, 
velours and newer fabrics, expanded 
polystyrene foams sandwiched be- 
tween metal or wood, plexiglas shaped 
into functional forms, paints capable 
of tremendous adhesion, arches in de- 
sign and cantilever construction, high 
tensile-strength building 
materials developed for home 
struction 

“To sum up,” said Fitzgerald, 
we should look for are 
methods to fit the 
row, 


new 


alloy 5s, new 


con- 


“what 
materials and 
fashion of tomor- 
entirely on 
the nail-and-hammer type of display 
that is in vogue today.” 

Exhibit shipping may be less dra- 
matic than other phases of exhibit 
work, but it’s an important operation 
As pointed out by H. H. Howry, Jr., 
exhibit manager, 


rather than relying 


American Can Co., 
“Any method that will not guarantee 
arrival of the exhibit on location in 
time is of no use whatever and regard- 
less of the cost should not be consid- 
ered.” 

Howry presented workshop mem- 
bers with a chart of shipping costs via 
a half dozen types of carriers. He 
suggested that aunties know advan 
tages of various types of carriers and 
plan exhibit movements early in the 
game 

“All too often,” Howry pointed out, 
“exhibits are prepared for shipment at 
the very last moment and while we 
all occasionally laugh at the thought 
of several people blowing on an ex- 
hibit to dry the paint as it is being 
loaded for shipment, this does happen 
in varying degrees. The time for plan- 
ning the shipment of an exhibit is 
immediately after the design is set 
Here is where savings can be made.” 

A.N.A.’s exhibit workshop follows 
closely the establishment of a special 
committee on exhibits to match the 
activities of other A.N.A. committees 
devoted to advertising media. @ 
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you can house all your people together... 


hold all your exhibits on one floor.. 


.-at the 


SHERATON-CADILLAC 


DETROIT'S LARGEST HOTEL 


For a successful convention or sales meeting—hold it at the Sheraton-Cadillac! 


Gives you all the specialized equipment and services of Detroit's biggest 


hotel— plus one-floor convenience 


for your exhibits 


With all 


members 


housed at hand, group interest stays high—meetings pay off in sales results! 


@ Grand Ballroom (Detroit's largest hotel ballroom) seats 1,000 for 


meetings, 800 at banquets. 


@ 17 function rooms offer accommodations for 10 to 1,000 persons. 


@ 15,000 sq. ft. of exhibit space available—on one floor, 


convenient and impressive show. 
1,200 attractive guest rooms, 

all with radio and T\ 

4 fine restaurants, 3 bars 

for relaxation and entertaining. 


All guest, public, function rooms, 


exhibit areas fully air-conditioned. 


Detroit's only ¢ omple tely 


air-condifioned hotel 


THE 


SHERATON- 


1114 Washington Boulevard. Detroit, 


assuring a more 


Mr. William Goldsberry, Scales Director 
Sheraton-Codillac Hotel, Dept. A-5 
1114 Washington Bovlevord, Detr 


Please 


olt, Michigan 


CADILLAC nore 


Michigan « Phone WOodward 1-8000 


12 Function Rooms, Seating 25 to 1,000 


Sales Executives stay at and Baan | 


w~ PITTSBURGH 


HOTEL 
WEBSTER HALL 


Your Gracious Host in Pittsburgh 


4415 Fifth Ave., Pittsburgh 13, Pa. 
MAy flower 1-7700 
Re oe PG fs 


150 E Parking Lot i Hotel 


The Better Place in All 
PITTSBURGH for 

¢ SALES MEETINGS 
¢ CONVENTIONS 

BANQUETS * SHOWS 


600 AIR COND. ROOMS 
WITH T.V. & RADIO 
12 Air Conditioned Function Rooms 
Henry J, Huemrich V.P. & Geni, Mgr. 


Florence Rittinger, Sales Mgr. 
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TECHNICIANS set up TV camera behind curtain so as not to 
distract patient. Mike is hidden in book for same reason. 


Jenkins (left) 


TEST RUN shows how TV set looks when Dr. B. Wheeler 
interviews patients in medical program. 


Ciba Shows New System for Color TV 


Eidophor, subsidiary of Ciba, puts on color TV programs for con- 


ventions to demonstrate new projector. 


System is for closed- 


circuit transmission only and is said to be 10 times brighter. 


New color projector for big screen, 
closed-circuit TV is turning up at 
major conventions around the coun- 
try Called Eidophor EYE-do-for), 
projector is entirely different from any 
other now in use 

tecent use of Eidophor was at an- 
nual meeting of American Academy 
of General Practice. On a screen 23 
ft. wide by 16 ft 


watched live interviews between a 


high, physicians 


general practitioner and three of his 


patients with emotional problems 
Color image on the screen came from 
a single projector 

While doctors sat in Philadelphia’s 
Convention Hall, three cameras were 
operating across the street in Phila 
delphia General Hospital. Two cam- 
eras (front and back) were trained on 
Dr. B. Wheeler Jenkins, general prac- 
titioner, as he interviewed actual pa- 
tients. One camera was concealed — 
except for the lens—behind a curtain. 
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Second camera was trained through a 
Patient sat 
with his back to the door so he did 
While patient 


could see camera lens poking through 


glass window in the door 
not see this camera 


the curtain, he saw nothing else and 
it didn’t seem to intrude and produce 
a stilted interview 

Third camera was focused on Dr 
Robert Mathews, professor of psy 
chiatry, Jefferson Medical College. As 
the interview between the general 
practitioner and patient progressed, 
Dr. Mathews would signal to the di- 
Director turned number three 
camera “live” on Dr. Mathews who 
wrote comments on a blackboard to 


rector 


explain psychological facts being un- 
covered and what they indicate. After 
Dr. Mathews wrote a few brief words, 
he faded out and doctor and patient 
were again on the screen. Conversa- 
tion between doctor and patient con- 
tinued and was heard by the audience 


while Dr. Mathew wrote his com- 
ments, so there was no interruption 
in the interview 


Neither Dr 


knew when they were being televised 


Jenkins nor his patient 
Before each patie nt interview was 
pic ked up, Dr. Mathews discussed the 
case. Cameras then picked up the 
interview In progress 

Eidophor, unlike regular color tele 
vision broadcasts, is not compatible 
with black and white 
a field sequential system to reproduce 


Eidophor uses 


color. A color wheel spins behind the 
camera lens. Another color wheel 
spins in the projector. This breaks up 
the light for color transmission 
Because this system must use a 
wide band (actually three separate 
bands) to transmit color pictures, it 
cannot tie into AT&T lines 
coaxial cables don’t have the band 
width available to accommodate Ejido- 
phor transmission. To get over this 


Ordinary 
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hurdle, Eidophor uses microwave re- 
lay. 

Mounted in front of a window in 
the hospital was a microwave trans- 
mitting disc. Across the street on top 
of Convention Hall was a 
mounted receiving disc. Thus color 
pictures could jump across the busy 
street and appear on the giant screen 
without distortion or interference. 

Eidophor projector works in a 
unique way. It does not project a 
color picture from an electron tube 
onto the screen. What it does is pro- 
ject a picture from a curved mirror 
This is the wav it works: The camera 
picks up the image. Image passes 
through the color wheel to separate 
primary colors (red, green, blue). In- 
formation then is cabled to microwave 
relay disc which beams it to micro- 


root- 


wave receiver From there electronic 


waves are cabled to the projector 
Photos are beamed from an electron 
Mirror is 
covered with a thin film of oil. Bom 
bardment of electron beams on the oil 
surface puts tiny wrinkles on it. These 
wrinkles are 


gun onto a curved mirror 


reflected as a strong 
source of light shines at the mirror 
It is this “wrinkled light” that pro 
jects through a wheel and 
emerges onto the screen as 
image 


color 


ac olor 


Big difference between this pro- 
jector and ordinary TV projector is 
that the image on the screen can be 


brighter with Eidophor 
light source is beamed on the screen 


A separate 


rather than an image from the orthi 
con tube 

Ciba Pharmaceutical Products, Inc., 
owns the system and claims that 10 
times ordinary TV brightness can be 
projected by Eidophor in true color 

Right now there is no way to tape 
an Eidophor color transmission, but 
Roderic L 
O'Connor, president, Eidophor, Inc 
Ciba’s subsidiary, reveals that he ex- 
pects a video recording system for 
Eidophor “within six weeks.” O’Con- 
nor, incidentally, is a former assistant 


a system is on the way 


secretary of state under John Foster 
Dulles. (He was the youngest man to 
ever hold such a position. ) 

A mobile truck houses the control 
room for an Eidophor TV program 
It is said to be the largest mobile TV 
It and the cam 
eras were built by General Electri 


station in the world 


Director of the program for physi- 
cians was handled by Teletalent, In 
New York City 


used for the hour-long program 


Nine technicians were 


Last vear Eidophor staged 10 pro 
scheduled this 
year. Color TV shows have been used 


grams and eight are 


for such diverse groups as American 
Feed Textile 
Chemists and Colorists 


Manufacturers and 


Eidophor system was not pertec ted 
in the laboratory in 
until 1958 
sidiary, hopes to market the color TV 


Switzerland) 
Ciba, through its sub- 


projectors in volume and is using cur- 
rent convention exposures as a “sam- 
pling” operation. @ 


EIDOPHOR PROJECTOR throws color image on 23 ft. by 16 ff. screen from 
closed-circuit TV, field sequential cameras in hospital across street from hall. 


MAY 20, 1960 


DR. ROBERT MATHEWS analyzes pa- 


tient’s interview with general prac- 
titioner, Dr. Jenkins. Program director 


cuts in Mathews who writes comments. 


MICROWAVE DISC sends three separ- 
ate picture impulses through air to 
disc across street into Convention Hall. 
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Planning your Fall Convention in Miami? 


NATIONAL~ 


DC-8B’s will jet you there in 
Cabin-Class Luxury at low Jet-Coach fares 


and NATIONAL offers these important convention planning helps 


1. Charter Facilities 


National Airlines operates a fleet of the 
world’s most modern aircraft. Through 


2. Convention & Group Service 


National's complete ‘Delegate Service” 


and effective incentive program, stimu- 


Se ee 


Please send me full information about your ! 
Group Charter plan and Delegote Service. 


NAME 


National's Charter and Group Depart- lates a “full house’’. . . generates infec- 
FIRM 


ment, arrangements can be made to tious enthusiasm ...crowns your efforts 


TITLE 


move a group of 10 to 5,000 people, with a rousing cheer for a job well done 


depending on your requirements. And, For information, mail coupon today to ADORESS 


Passenger Soles Manager, NATIONAL AIRLINES, INC 
P.0. Box HAL, Airport Mail Facility + Miami 59, Florida 


at an average cost that fits your budget city 


! 
I 
| 
| 
| 
| 
! 
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AMERICA'S INFORMAL 
BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 
your conference, whether it be for ten or a thousand 
people 


auditorium with a 42-foot stage, new sound and pro- 


The new, air-conditioned West Wing has an 


jection machines, splendid banquet arrangements, a 
theatre with a CinemaScope screen. Ready soon will 
he our new 17,000 square foot exhibit hall. For after- 
session enjoyment The Greenbrier’s recreational facili- 
ties are unsurpassed. And our staff of experts not only 
helps in planning your program, but they also handle 
the details to carry it through successfully. 


Special Winter Rates available on request, Include a 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 
of the winter), swimming in mosaic tile indoor pool, mem 
bership in the Old White Club and gratuities to service 


personnel. EFFECTIVE DEC. 1, 1960—FEB. 28, 1961. 


FOR INFORMATION write Charles L. Norvell, Dir. of Sales. 
Also reservation offices: New York, 17 E. 45th St., MU 2-4300 
Boston, 73 Tremont St., LA 3-4497 «+ Chicago, 77 W. Wash- 
ington St., RA 6-0624 +» Washington, D. C., Investment Bldg. 
RE 7-2642 « Glen W. Fawcett: San Francisco, 1029 Russ Build- 


ing, YU 2-6905 + Seattle, 726 
Goonbe 


Joseph Vance Building, MU 
WHITE SULPHUR SPRINGS + WEST VIRGINIA 


2-1981 * Dallas, 211 N. Ervay, 
RI 1-6814 « Los Angeles, 510 
SALES MEETINGS/Part II 


West Sixth Street, MA 6-7581 
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Sleeps Through Stereo Hi-Fi 


Big sounds going into more sales meetings. Auto makers lead 
the way toward sterephonic use to perk up sessions. Every- 
thing from rocket blasts to trains and jets now zoom through 


meeting rooms—on cue—via hi-fi tapes that command attention. 


By DAVID J. ATCHISON Plymouth, Chrysler, Imperial, De Brown & Fohrman Distillery 


Soto, Valiant and Dodge in the auto- Gone are the dragging sales meet- 


Dig that crazy hi-fi! motive field, and such manufacturers ings where the marketing army is 
Digging it are the sales forces of of “consumables” as Louisville’s mustered by regiments in convenient 
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NO PROPS, NO GIMMICKS — just screen and sterephonic sound to introduce Plymouth line. 


1960 


The ideal incentive 
vacation plan 


LUXURY 


RESORT HOTEL 
FACILITIES AT 


Modest Cost 


AT THE 


Marriott 


MOTOR HOTEL 
AND THE 


Marriott Key Bridge 


MOTOR HOTEL 
BOTH IN 
WASHINGTON, D. C. 


_.. just minutes away from 
all historic shrines 


Over 500 beautiful air conditioned 
rooms with free TV, Hi-Fi and 
radios. Swimming pools. Outdoor 
ice skating rink in winter. Fine golf 
courses nearby. Scenic cruises 
along the Potomac. 


Luxury accommodations 
PLUS 3 full course meals 


ow] 3 516 


PER PERSON, 
DOUBLE OCCUPANCY 


For complete information 
and reservations, contact: 
Mr. Winthrop W. Grice 
GENERAL SALES MANAGER 
Executive Offices 
Marriott Motor Hotel 
U.S. 1, Washington 1, D. C. 


Phone: NAtional 8-4200 


locations and the “generals” — brass 
from the home office — attempt to in- 
still interest in a room full of sleepy 
salesmen. By the time the generals 
come before the eighth or ninth as- 
semblage of privates, the sting has 
gone from their message, enthusiasm 
has been watered down because of 
repetition — and the group feels 
cheated; they could have better spent 
the time out making a buck, and they 
resent the interference. 

Not so when hi-fi is used in a sales 
meeting. 

Chrysler Motors Corp. divisions 
used hi-fi tapes and recordings for the 
first time during the 1960 model year 
— with such resounding success that 
it plans to repeat the productions in 
even a grander scale when the 6] 
models are introduced to salesmen 
throughout the country. 

Chrysler executives recognized that 
there are few good public speakers 
among advertising managers, market- 
ing managers, etc., so they called on 
a Chicago firm, Sonic Arts, Inc., to 
help their men make their presenta- 
tions. Of any 30 allotted minutes, 15 
were used to dramatize with stereo- 
phonic sound. 

They found that the salesmen groups 
paid attention to the stereo sound, 
that it proved to be a better means of 


communicating with them. Often used 
with slides or films, stereo has not 
been used to the extent of excluding 
the executive speaking from the stage, 
but rather as an aid to give him im- 
pact. Hi-fi, in the opinion of Chrysler 
marketing teams, has “made sales 
meetings painless.” 

I sat in on a Plymouth presentation 
and left somewhat shaken by the 
noise, effects and reality of the whole 
thing, also leaving with an under- 
standing of why nobody slept through 
it. Chrysler presented these films-plus- 
sound to its 80 markets throughout 
the country, and the last showing had 
retained the enthusiasm of the first, 
simply because human vocal chords 
and enthusiasm were not fatigued 
from repetition. Here's the way it 
went: 

House lights were dimmed, and for 
two minutes soft music played while 
the men were wondering what was 
going to happen next. Suddenly two 
voices, one from the left of the stage 
and the other from the opposite end 
were heard, and it was soon ascer- 
tained that they were voices of the 
sound “engineers” who had inadver- 
tently left their microphones “open,” 
thinking their voices were not audible 
to the gathering No man yet ap- 
peared on the stage as the engineers 


BUSINESS ISA 


For top attendance, the Island's 
largest seaside resort . . . every 
facility for a successful convention . 
finest beach, pool, golf, tennis, 
sailing. 300 rooms, air-conditioned, 
master chef cuisine. 


Joun C. Fiscuseck II, Gen. Mgr. 


Ask for Color Folders and 
Convention rates 


William P. Wolfe Org., Reps. 


the picture 


for Convention 


A complete resort under one 
roof. Right on the sea. More 
spacious facilities than most 
city hotels for meetings, ban 
quets, receptions from 20 to 
2000. Ask for free set of illus- 
trated blueprints. 


hotel 
ENNIS 


Boardwalk & Michigan Avenve 
Atlantic City, W. J AT 44111 


500 Sth Ave., New York 36 LO $-1114 
Boston, Chicago, Cleveland, Miami, Phila., Toronto 
Montreal 


John M. Leishmon, Conv, Mgr. 
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continued their conversation. 

One said, “Yeah, these Chrysler 
men came by train,” (whistle), “jet” 
(zoom!), “ship” (toot!), then sounds of 
horse’s hooves at the left, disappearing 
at the right, followed by police sirens. 
Finally a putt-putt was heard and one 
voice asked “ISETTA?” A different 
and more booming voice breaks in, 
“And now we take you to Detroit and 
Bill Braden!” This interest-arousing 
couldn't have been accomplished sim- 
ply by a man speaking from the stage, 
Chrysler felt. 

Plymouth “Solid for Sixty” film- 
with-stereo was shown simultaneously 


in 100 markets. According to Elliott 
M. Moore, president of Sonic Arts, 
Inc., the film and sound required 
seven weeks work with Rob Roy ad- 
vertising agency, with the net result 
running 90 minutes, with one hour 
of it in stereophonic sound. It was 
shown to sales meetings for seven 
more weeks before the public saw the 
new Plymouths. Around 125 teams 
put on these meetings which were 
held over 5,000 retail salesmen around 
the country. Distributors and dealers 
wrote to Detroit saying that these 
were “the most successful new product 
meetings we've ever held,” and asked 


for arrangements to allow the show- 
ing to be put on for the public in their 
showrooms. 

Don Julius, Plymouth sales man- 
ager, says: “The stereo features tended 
to keep the meeting alive, and added 
a note of reality that was appropriate 
and exciting.” What he particularly 
liked was the opening of the film 
which found one man of the three- 
man team on the stage “talking” to 
the film, which answered him with 
unvaried timing. This excited imme- 
diate interest in all salesmen, he re- 


ports. 


Film script is broken into nine dif- 


teal lefpolays 


dusts 


\ 


NEW YORK 19.N_Y 


. a complete exhibit package 
or separate components 
custom-designed 
to meet your budget 
and purpose. 


JUdson 2-4550 
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Man on the move! 


: 


OUR OWN 550 SEAT THEATER RIGHT IN THE HOTEL 


“Ideal!” says Bernard T. Parker, Director of Sales Personnel and Training, The Re- 
search Institute of America, Inc., Chairman of the Publicity and Public Relations Com- 
mittee of the National Society of Sales Training Executives, and member of the Educa- 
tion Committee of the Sales Executives Club of New York. 

Yes, the Barbizon-Plaza's 550 seat theater is just perfect for every 
type of sales meeting and convention. There are 7,000 square feet 
of adjacent exhibit space and 20 air-conditioned, smaller meeting 
rooms, plus closed circuit television. And you really live at the 
Barbizon-Plaza! Delicious French and American cuisine, 100% fresh 
air-conditioning with individual thermostatic control in every room. 
All rooms have private bath, radio. TV. Central Park is at your door... 
and Broadway, Fifth Avenue, Radio City and the Coliseum are just a 
step away. ‘‘See what | mean? Ideal!”’ 

Write to Director of Sales for illustrated brochure. 


BARBIZON-PLAZA 


106 Central Park South at 6th Avenue overlooking Central Park 


ferent segments so that the meeting pany gave this same talk in different 
leader can come on the stage and cities, the cost would have been 
talk to the group. The Plymouth pro- higher. “A man wouldn't give the 
duction was in the $8-12,000 cost same speech twice the exact same 
bracket, Moore savs, but if the com- way,” he points out, “for in repeating 
he loses impact. The audience at the 
tail end of his tour isn’t getting what 
it should in the way of inspiration 
Product training meetings and sales 
meetings often are not too effective 
Fs +< and anything a company can do to 
: improve or help these meetings is 


No Other cl ot well worth any production cost.” 


It is generally agreed that in the 
4 | ° Fl id :Si ‘a, automotive industry, salesmen are tra- 

ote in ori a ditionally belligerent toward the home 
company In sales meetings, men tap 


. . ~ 
Can Make These that rivals the best in the world. their feet, snicker and gag up the 


S NOW—ONLY ONE HOUR whole affair. Chrysler, for one, found 
: hat by using audio stimulation it 
tatements... FROM NEW YORK CITY t g 


and most anywhere in New could help complete the communica 
.. because only the Palm Beach Jersey (not much more from # tion between home company and 
Biltmore offers your group— Philadelphia!). One of Amer- 2 salesman. If only 1% were more in 
ica’s most magnificent re- ae formed about and by the company, it 
1. The matchless attributes of the , sort hotels offers perfect 4am was worth the effort. This multiplied 
Palm Beach area...a setting of setting for SE by 500 salesmen made the cost justi- 


beauty ... an atmosphere of serenity ; ETINGS « CO ' fied 


ae Brown & Fohrman and U.S. Gyp- 


2. In 1960—A complete, self- : ‘ sum have employed other hi-fi tricks 
contained Convention “Plant” supplied by Sonic Arts which have 
within Florida’s most distinguished 
resort, 1 entire floor, ‘‘exclusively 
yours”’ for meetings, exhibits, func- 
tions and special events. 


sped their meetings off to a wide-eved 
; start. B&F, aware that 45% of their 
eo an ex- : : ; 
quutien santas . product is sold during the last four 
z of 6, or full-scale “% months of the vear, tried to make this 
3. Every modern facility and y convention of 600, ; point even stronger before a meeting 
equipment. Everything your group : B gecht type abs ; of 50 sales managers before the Christ- 
asi re, Gas ; . anaes 
—_ a. epee ae and a staff with years of know- % mas selling season. Company w anted 
—— ae how. Pool, Restaurants, Dancing, 4 


Entertainment. All sports facili- to point up the distinct advantage of 


4. Personal attention to every | ties. Fireproof. 400 outside rooms. putting whiskey identification on the 
detail — large or small — by an j OPEN ALL YEA 


experienced staff coordinated with ee nv. Y. WOrth 2.4018 ie with 


fancy wrapper This was handled, 


the Hotel Corporation of America’s music and voices coming from 


n of. 22, elsewhere, : 
famous team of Meeting Specialists. | cleewhere, call’ Asbury Pack 


PROSPECT 5-5000. 


two sides, in a message to be passed 


on to dealers that “He who stocks up 
5. Quick, easy access to all the 
fabulous sport, diversionary, enter- 
tainment and shopping areas which 
have made Palm Beach world- 
renowned. 


@ And all these superior attributes 
are available to you and your group 
at rates lower than you'll be asked to 
pay at sites with fewer advantages. 
For rates and availabilities call the 
Sales Department of any HCA Office 
below, or write directly to Mike 
Ames, Director of Sales. 


THE PALM , “tH 


nnn i noe 


Owned and operated by The Hotel Corporction of America 


Veteran's Memorial Auditorium 


In New York - The Plazo (April 1960) DES MOINES, IOWA 


in New York. , Hotel Roosevelt » 

In Washington The Moyflower > ; Accomodations for 12,000 people with 

In Chicago. .. ; Edgewater Beach Hotel . , ‘l= . smaller rooms for 50 to 1,000 

Is 6.62-0 000802 Somerset Hotel a "/ Catering service in building 

in Boston. .... ° ‘ Hotel Kenmore . , . . 

in New Orleons....... . The Royal Orleans ~ - 4 ‘ Walking distance to main hotels 
(Opening Summer 1960) , ¢ of } Parking for 1,100 cars 


In Paim Beoch. ..++Palm Beach Biltmore . : . F . Up to 96,000 8q. ft. of floor space on 
in Quito, Ecuador, S.A... ‘ Hotel Quito ; ox two floors 


(Opening Spring 1960 . Roun 
se ’ Ground level drive in on booth floors 
ROBERT F. WARNER, INCORPORATED 
bo Mow Fass cccentcsss . 17 East 45th Street 
ote ition. u f Strona, Ma 
GLEN W. FAWCETT ASSOCIATES 


in Datlas 211 Evray Street VETERANS MEMORIAL ‘AUDITORIUM, 833 Fifth Ave., Des Moines; la. 
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on foil may be foiled himself.” 

By the time this was heard, the 
audience was on the edge of its col- 
lective seat, ears perked for new sound 
experiences. They had heard a “con- 
fidential” tape recording “made for 
the government at Cape Canaveral,” 
which had “just been released from 
confidential status.” The voice of an 
obvious dullard starts the countdown 
from the left, and is helped over its 
stumbling by a stage whisper at the 
right. The rocket finally takes off 
midst a deafening roar and fades 
away. The noise gets louder again 
as the goof shouts: “Good Lord 
a’mighty, Colonel, it’s a-comin’ BACK!” 
There is an earth-shaking roar all 
around the room, and if anv sales 
manager had been tired enough to 
sleep up to that point, he would have 
awakened with the certainty that 
THE bomb had been dropped on us 

Laboratories of Robert Oakes Jor- 
dan, Inc., associated with Sonic Arts 
and technical producer of all sound, 
recorded the ticking of a watch and 
magnified the sounds millions of times 
As the different wheels (cogs) turn and 
the mainspring unwinds, it resembles 
the noise a crew of 300 men would 
make if they were building a hundred 
boilers in the New York echo chamber 
known as the subway. 

Sonic Arts has no competitors, al- 
though RCA does make hi-fi records 
However, since the former has what 
is probably the world’s only and larg 
est librarv of stereo sounds, RCA calls 
on Sonic Arts-Jordan to take over cer- 
tain productions. As illustrated in its 
usage by Chrysler Corp., Moore agrees 
that there seems to be no limit to 
stereo’s, or hi-fi’s, potential. 

This was brought home recently 
when U.S. Gypsum used the audio 
for the meeting of the American Farm 
Bureau Federation in the huge Civic 
Opera House in Chicago. Speakers 
were rigged all around the theater 
with 15 different stereo effects, and 
the audience was pleasantly hysterical 
at the prospects of having a bomb 
explode at its left, a train pass down 
the middle aisle, or a jet liner zoom 
around the balcony railing. Now USG 
has learned that it is possible to cue 
even a large audience on a change of 
pace in the program or in a switch of 
subject matter through the use of 
stereo 


> Moore agrees that there is at pres 
ent a limit around the country on 
stereophonic sound equipment, but 
since Sonic Arts is also an authorized 
dealer for Ampex sound equipment, 
his office writes, wires or calls other 
Ampex dealers in the respective lo- 
cales of any given meetings. It be- 
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hooves these dealers to supply equip- 
ment for the meetings, for most people 
in the audience are residents of his 
marketing area. “There is tremendous 
dealer cooperation,” Moore explains. 
“Some supply the equipment free, 
others charge a nominal daily rental 
fee. Now, new motels and hotels with 
big meeting rooms are building stereo 
systems right into the construction.” 


®& The blush is off the rose as far as 
stereo demonstration records go, most 
companies agree, and the time is ap- 
proaching when there'll be no big 
need to educate the public further 
(records used in show rooms to give 
customers a headfull of what stereo- 
phonic sound is like) Motorola, Mo- 
relco and other manufacturers used 
thousands of these records both as 
demonstrators and a giveaway with 
each hi-fi set purchased by the con- 
sumer. 

Hi fidelity has grown up, graduated 
into industrial uses. At a sales meeting 
today a man has no time for day- 
dreaming or sleeping through the 
company executives pep talk. He just 
can't get away from  stereophonic 
sound! @ 


YEAR-ROUND CONVENTION-LAND ! 


The perfect setting for 
successful conventions 
large or small. The 

BERKSHIRE HILLS, 

site of the Tanglewood Festival, 

offers unexcelled hotels and resorts, 

all sport facilities, theatres, 

and art galleries. 


Ideally located... 
135 miles from 
NEW YORK 
and BOSTON. 


for complete information on 
group meeting facilities in the Berkshires, write 
CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE 
50 SOUTH STREET, PITTSFIELD 96, MASS. 


Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
¢ 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 ¢ 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 

OUTDOORS 

27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool ¢ 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 

PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1960 
TO 1964. 


For information write or call 
Howard F. Dugan, Inc 
National Sales Representatiwes 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 
or 
Jo Anne Burgess, Convention Secretary 
a 


General Manager 


SCREEN at rear of stage is used to project slides of actual 


Combined live and canned presentation urges all dealers to 
a “ stations to stress points made by professional actors. 


gas join Shell’s 1960 dealer promotion presented at meeting. 


Shell Show Turns ‘Pro’ 


Shell Oil uses all professional casi and production to “sell” 


promotions to dealers. Skits tied to baseball theme. Music 


ranges from rock and roll to opera. Show taken on the road. 


Any baseball fan will tell vou that spring sales convention. Total program emotions to company. Snappy music, 
it is not really spring until the umpire was a baseball musical comedy, fol catchy 

first cries, “Play bali!” Shell Oil Com lowed by a dealer party were combined to ask Shell station 
pany, New York Division, asked its Hour-and-14-minute show used dealers “to win the 
dealers to do just that at its recent baseball 


lvrics ind wholesome girls 


game” by playing 


terminology to tie dealer's ball. The Jack Morton production de- 


Penn a 
. 
cote: POSTON ae 


~ 


yon hist . 


» 
ENTIRE CAST gives final musical “pitch” to salesmen to get on winning team and “play ball” in three-season promotion. 
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scribes “the perfect pitch” (company 
sales philosophy) in terms of bases. 

Baseball theme was used to develop 
major points of meeting in terms 
everyone can understand. Through 
“product acceptance” dealers can get 
to first base. To dramatize public ac- 
ceptance point, scene depicted an ad- 
vertising office where Shell national 
ads are created. Humorous scene 
evolved around a cute girl-artist in 
the office and a character who wants 
to go to the ball game, but must stay 
and create slogans. 

From this situation the 1960 ad pro- 
gram is presented to dealers. Incorpo- 
rated in presentation are 55, 3% in 
by 4 in. colored slides, projected by a 
3,000 watt projector. Dealers are 
shown through show that company is 
attempting to make life easier for them 
through public awareness 

Dealers can reach second and third 
base through “friendly service” and 
“good appearance” in their station 
Finally, dealers can score home by 
participation in the “1960 promotional 
package.” Package consists of three 
seasonal promotions introduced as an 
over-all program. Each portion was 
presented with a different version of 
the company’s “Cars Love Shell” song 
Seasons were handled as a rock-n-roll, 
cha, cha, cha and operatic number. 

Shell has used drama to get its mes- 
sage across to its dealers for six vears 
However, it was not until the last two 
vears that company decided it would 
provide all professional talent, right 
down to script writers. Company 
turned to Jack Morton Production, an 
organization which specializes in in 
dustrial drama. Morton Productions 
handled all details for Shell 

When asked why company spon- 
sored production, Shell's Al Zissler 
says, “We feel that the day of the 
“Tell va what I'm gonna do,’ or one- 
man, pitchman type presentation for 
dealer meetings are over. More com 
panies are and have been taking ad- 
vantage of threatrical values to get 
their message across and to maintain 
audience interest. It is next to impos- 
sible to capture audience attention by 
relying on the obsolete formula of a 
‘pitch’ and a dozen jokes.” 

Shell philosophy behind musical 
production is that people remember 
only 20% of what thev hear and 30% 
of what they see. “Appeal through 
both senses,” Al Zissler savs, “can re- 
sult in retention as high as 50%.” 
Naturally, Zissler was speaking in 
round numbers. 

“Tennessee Williams” skit was used 
in part of show to dramatize the im- 
portance of “friendly service.” In it, 
three characters man a run-down, gas 
station in Tennessee. Big Daddy is 
boss of an_ out-of-the-way _ station 
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ROCK-N-ROLL lyrics and beat are given to Shell’s 1960 promotion song, “Cars 
Love Shell,” to point out product advantages to use in ‘60 promotion. 


“TENNESSEE WILLIAMS” skit portrays poor service as a giant profit killer. Skit 
points out all the things a station dealer should not do in handling customers. 


which averages about one customer a 
week. When a customer did come 
along, he usually went away in dis- 
gust with the service. Skit portrayed 
laziness as a profit killer. 


In comparison, dealers were shown 
what when they 
drive into station. It teaches if a dol- 
lar customer is treated courteously, 
he most likely will return and build 


customers expect 
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For a Carefree 
Convention, 
meet at the 


HOTEL 


~~) 
af 
MIAMI BEACH'S newest, most 
luxurious resort hotel 
100% AIR CONDITIONED 


Full-time staff of convention experts 
to serve you! Whether your group is 
large or small, The Carillon Hotel 
offers complete cooperation down to 
the smallest detail —to assure you a 
smooth, successful meeting! 


¥& CONVENTION FACILITIES 
INCLUDE: 
* 9 meeting rooms — 75 to 1500 
people 


16 conference rooms — 10 to 
50 people 


8 dining areas — 40 to 1,000 
people 


Hotel night club — theatrical 
stage and lighting 


Exhibit area — 18,000 sq. ft. 
Booth area — 716 booths (8’'x10") 
Complete equipment, technical 
help 


WK GUEST FACILITIES INCLUDE: 
x 


620 luxurious rooms with private 
bath and 21” TV and radio 
1000 ft. of private ocean beach 


Olympic size swimming pool — 
cabanas 


Parking on premises — 620 cars 


Lavish entertainment nightly in 
Le Can Can Supper Club 


Tambourine Cocktail Lounge 


WRITE TODAY for colorful conven- 
tion kit outlining full details. 


HARRY SNOW, 
Director of Sales 


HOTEL 


OCEANFRONT, 68th TO 69th STREETS 
MIAMI BEACH 41, FLORIDA 


his purchases. All customers in show 
were on their way to a baseball game 
to keep theme within the general 
framework of baseball. 

Following skit portion, the podium 
lighted up at which Shell’s Bob Tate, 
sales manager, spoke to group to give 
a “capsule” of the Tennessee station 
skit. He acknowledged that probably 
none ofthe Shell dealers acted in the 
manner of Big Daddy, Stanley and 
Baby Doll, but then tells them of the 
importance of making “The Big Im- 
pression”—name of the musical show 

Mixture of straight industrial drama 
and company speaker at various times 
in the on gave dealers entertain 
ment and company identification 
However, speaker never strayed from 
the over-all theme of the show. He 
acted in a moderator capacity. 

Production took into consideration 
the probable reaction of dealers. That 
is, “If it’s just the same to you, chief, 
I'll wait a couple of days before | 
start on next year’s campaign.” Catch 
lines answered reaction by telling deal- 
ers that now is the time to make “the 
perfect pitch” and get way ahead with 
the team 

Show moved along swiftly until the 
final stages when spring premium was 
presented. The 1960 package program 
was shown as a dealers package pro- 
gram. Importance of incentives was 


portrayed when two girls in show talk 
about the boss allowing them to pick 
the location of their next incentive 
trip. Girls choose Germany because 
that is where Elvis Presley is sta- 
tioned. (Since script was written, Elvis 
in real life has returned from his Eu- 
ropean tour.) 

Banner policy was changed at sales 
convention. Few dealers in the past 
ordered premium banners to display 
outside their stations with money out 
of their own pockets. Company this 
year offered free a standard banner to 
all dealers 

Similar premium was worked out 
and dramatized for summer and fall 
season. After dealers package program 
was presented, the two girls were seen 
returning from Germany praising their 
trip. Audience sees girls make immedi- 
ate plans to go to Cuba 

Show returned to “Tennessee Wil- 
liams” story line and closed with the 
comment it has been a “long, hot sum: 
mer.” Baseball season draws to a close 
Finale is an operatic version of the 
specially written Shell song 

With close of finale, dealers moved 
into an adjacent banquet area. After 
get-together, dealers boarded buses 
which brought them to convention) 
and headed for home 

Shell's production — will 
throughout the U.S. 


travel 


I'm really not surprised after the service we got at 


our Sales Meet ng here last month 


Complete Convention 
Facilities 


OVERLOOKING THE GULF OF MEXICO 

Write. Wire or Phone Collect if You Prefer 
Ben Bass, General Manager 
Biloxi, Miss. * Phone ID 2-155! TW 389 
370 ond Mior 


‘ 


+ Adventure in Hospitolit 


Pian your next 
CONFERENCE 


at this Distinguished Hotel 


Gl. 
BILTMORE 


“ The Executive Hotel of New York” 


43rd Street at Madison Avenue 
Private elevator from Grand Central 


® Choice of 26 air-conditioned 
meeting rooms, for 10 to 1000 

@ Staff of specialists in 
meeting arrangements 


INFORMATION & RESERVATIONS 
Write or phone The Biltmore 

(MU 7-7000) or Service Representative 
Robert F. Warner, inc. in New York, 
Boston, Washington, Chicago, Toronto; 
Gien W. Fawcett, inc. in Dallas, 

San Diego, Los Angeles, Santa Barbara, 
San Francisco, Portland, Seattle 


Private elevator from Grand Centra! 
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Advance Peek at 
British Exposition 
In New York City 


It’s not simply a cultural exchange but a strictly business event. 
With $3 million invested in the show, British hope to sell $300 


million in products. Government exhibit still secret. 


British trade representation is on its 
way to the U.S. A trans-Atlantic ar- 
mada will! arrive in time to set up the 
June British Exposition in New York 
Citv’s Coliseum. The 17-day trade 
fair opens June 10 and will in effect 
bring Britain to United States on a 
larger scale than ever attempted be 
fore. It is to be typical British and 
unlike American trade shows 

Perhaps the biggest single differ 
ence in the British Exposition is that 
the traffic-low will be controlled 
However, not controlled to the point 
where someone will pin a number on 
your lapel and check you in and out 
of each exhibit. Visitors will not have 
their fun spoiled, but with almost 
without knowing it, thev will begin at 
the British exhibit and 
continue through in sequence to the 
last exhibit. Speed with which visi 
tors tour is up to the individual 

Not much of the traffic flow is left 
to chance 


Government 


British planners applied 
imagination to the problem and have 
with a different 
Upon entering the Coliseum, visitors 
will be confronted with a continuous 
motion picture of British military men 
marching in ceremonial 
cially known as the 


come up answer 


dress offi 
Guard's Regi 
The marching men will move 
across screen in the direction of the 
entrance to the British Exposition 
Visitors will tend to fall in line and 
pick up the beat 

Special marching music was written 
for the trade fair. It is entitled “Over- 
seas March” by Malcolm Arnold. He 
is the composer of the well whistled 
“Col. Bogey March,” for the academy 
award motion picture “Bridge on the 
River Kwai.” 

Physical arrangements of the Coli 
seum which do not conform to the 
show's plan will be closed off. For 
example, the escalators between the 
second and third floors will be cut-off 
and in their place will be a specially 
built stairway to move the traffic. 


ment) 


MAY 20, 1960 


Stairway will allow visitors to con- 
tinue through exhibits in the proper 
sequence 

Exposition is under the direction 
of D. A. Lamb, executive vice-presi- 
British Ltd 
Trade fair is not a government show, 
but a private venture by British man- 
ufacturers. Nor will it 
institutional promotion to build Brit 
ish prestige. Planners will build in 
British make it a typi al 
British show, but the real goal is to 
sell $300 million of goods with the 
$3-million investment 

Invitation to the trade fair will be 
sent to 120,000 buvers. Some 90,000 
buvers will be asked to come to the 
while 15,000 
will receive special invites in Canada 


dent, Overseas Fairs 


only be an 


flavor to 


in exhibits 


exposition in the U. S., 


ind again as many will be extended to 
South American businessmen 

For the first time in the U. S., visi 
tors will see a complete line of British 
commercial vehicles in the Coliseum 
Exhibit will include every major Brit- 
ish auto and truck manufacturer sell- 
ing in America. Britain in recent vears 
has been the largest automobile ex- 
porter to the U. S. Over 200,000 units 
with spare parts valued at $300 mil 
lion entered U.S 
Britain hopes to capture part of the 


have gatewavs 
commercial market with the introduc- 
tion at the exposition 

Prince Phillip, the Duke of Edin- 
burgh, will officially open the British 
Exposition, which gives some indica- 
tion as to the importance British lead- 
ers place on the trade fair. 
exhibit at the exposition 
will be the government exhibit. De- 
tails of its contents has not been dis- 
closed so visitors will be surprised, 
but it is expected that exhibit will be 
a prestige display to feature Britain's 
scientific and industrial achievements 
in the direction of atomic power, ship- 
building, steel and automobiles. Tech- 
nical advances will be exhibited in 
the form of a giant roundtable. @ 


Largest 


“We're meeting in 


PRINCETON 


again this year... 


...it’s secluded, relax- 
ing, close to New York 
and Philadelphia, 


and it has the 


y 


Nassau Inn’ 


‘Tow the consensus of a 
growing number of confer- 
ees, in groups of 10 to 200, 
who have had meetings at the 
Nassau Inn. And for good reason, 
too. All facilities and services for 
meetings are, , ideal 
In the words « > planner, 
“We especially were pleased with 
the meeting-room facilities and 
with the private dining rooms you 
made available to us. The food and 
service was of the highest quality 

his was our first visit to the Nas- 
sau Inn I can assure you that it 
will not be our last.” 

Write or phone now for your 
free copy of our Conference Check 
List (a most helpful document in 
any event) and complete informa- 
tion on meeting and banquet facil- 
ities. Contact George Washko, 
Manager. WAlnut 1-7500. 


NASSAU 
INN 


ON PALMER SQUARE 


PRINCETON *N.J. 


85 SS 5868 S585 Ss SESE ES 
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MEETING PROGRAM geared to “how to sell.” Mythical company, “Nifty Sixty” introduced to spark a sales incentive contest. 


How to Explain Revamp for Profit 


U. S. Rubber takes positive action—with big meeting—to point 
out value of cut in product lines and drop of some field offices. 
Theme put to work before, during and after conference. Sessions 


clear the air and set goals for streamlined marketing plans. 


items. You change your field sales sys- 


Marketing efficiency—it’s wonderful You streamline your product lines 
tem; cut down number of field offices 


But, when you revamp for profit, my sometimes cut as much as 50% to 
what problems can emerge! eliminate unprofitable, low-volume and gear to handle bigger volume with 


AS TOPICS are covered at meeting material is posted in exhibit. SALESMAN records his last three lines in limerick contest. 
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Schine Hoteis 

announces the newest member of 
their distinguished group 

of hotels... 


THE WORLD-FAMOUS 


JPA 
4, <EW YORK 


The business on hand is a pleasure when you meet 
at the Gideon Putnam. . . now under famed Schine man- 
agement, the byword for elegance in food, service and 
accommodations. After the meeting adjourns, the Gideon 
offers a full program of sports and recreation . . . including 

OPEN golf, tennis and swimming. Our meeting space accommo- 
YEAR-ROUND dates groups up to 225... . our expert convention staff is at 
45 MINUTES your service. 
FROM 
ALBANY AN UNUSUAL CONVENTION “EXTRA” 
AIRPORT the unsurpassed facilities of the world-famous 
DIRECT RAIL SARATOGA SPA 
SERVICE ; ais " 
Ee Come home feeling “like a million” after a revitalizing visit 
call SARATOGA 4200 to the Spa. Facilities include mineral and steam baths ... 


or call any nearest nein i aS ? , 
Schine office massage ... and the rapeutic treatments. 


ender ®™™ 


THE AMBASSADOR HOTEL and COCOANUT GROVE, Los Angeles, California For Reservations Executive 
THE ROWEY PLAZA HOTEL and CABANA SUN CLUB, Miami Beach, Florida Offices 

THE McALLISTER HOTEL and EL CENTRO DE LAS AMERICAS, Miami, Florida New York, MU &-0110 

THE HOTEL NORTHAMPTON and WIGGINS TAVERN, Northampton, Mass. Chicago, AN 3-6222 120 24th Street 
THE GULF STREAM HOTEL APARTMENTS & VILLAS, Miami Beach, Florida Miami Beach, JE 1-6011 Miami Beach, Florida 


THE SCHINE AIRPORT HOTEL and MOTOR INN, Bradley Airfield, Conn. Los Angeles, DU 7-7011 
between Springfield, Mass. and Hartford, Conn. San Francisco, EX 2-4330 


TWE QUEENSBURY HOTEL and MOTOR INN, Glens Falls, New York Boston, HA 6-4396 New Vork 
THE GIDEON PUTNAM HOTEL, Saratoga Springs, New York Washington, D.C., DE 2-6118 Office 

THE SCHINE INN at Chicopee, Massachusetts, Exit 6 on the Mass. Turnpike 375 Park Avenue 
THE SCHINE INN at Massena, New York New York, New York 


A DIVISION OF SCHINE ENTERPRISES, Inc. 
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improved communications and trans- 
portation. 

You make economy moves all along 
the line. In short, you do all in your 
power to put profit into the marketing 
of each product. 

You do it, but you find a bunch of 
bewildered people left in the wake. 
Your sales force isn’t sure what's hap- 
pening. 

Logical way to acquaint everyone 
with your moves and your reasons for 
a new marketing philosophy and goals 
is to hold a meeting. At least, that’s 
what Mechanical Goods division, U. S. 
Rubber Co. did recently to follow up 


* CONVENTIONS 
%& MEETINGS 
% SALES INCENTIVE GROUPS 


BUSINESS 


at this 
cemplete resort hotel in 
nearby NASSAU, Bahamas 


Directly on the ocean . . . set in 55 
secluded acres just minutes from the 
heart of Nassau. Completely air-condi- 
tioned, with fully equipped meeting 
rooms... including separate Thatched- 
Roof Jungle Club accommodating up 
to 800. 

Cuisine and management in the clas- 
sic Continental tradition. Private beach, 
unique Vision-Level Pool, Marine Bar, 
After-Deck Lounge and smart Empire 
Dining Room. Tennis, golf, deep-sea 
fishing, water sports . . . sparkling 
nightly entertainment. Modified 
American or European Plan. 

‘ 


Te MONTAGU 
ea G 
Beach Hla 
NASSAU, BAHAMAS 
Full details, dates available from 
Reginald G. Nefzger, Gen. Mgr. 
U.S. & Canadian Representatives: 
Robert Reid Associates, Inc. 
New York * Philadelphia + Boston - 
Chicago * Cleveland + Miami ° 
Toronto * Montreal 
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an efficiency operation in marketing. 

U. S. Rubber’s sales force was di- 
vided into two groups for meetings 
early this year. Eastern region people 
were all brought into Washington, 
D.C. one week. Midwest and Western 
regions met at the same place the 
next week. After each meeting, district 
managers stayed over an extra day for 
a special session. 

Aim was to provide a solid week of 
business to explain the company’s mar- 
keting plans now that most of the 
reorganization had taken place and 
sound profit operations were built into 
the division non-profit 
products had grown into the line over 
past vears.) Not only was this to be an 
onentation meeting but a training, 
market analvsis and enthusiasm-build 
ing conclave 


(Too many 


Theme for the meeting was “Project 
'60—Industry U.S.A.” Aggressive mat 
keting to industry in the next decade 
was base for the meeting and sug 
gested the theme. (It was so successful, 
other divisions of U.S. Rubber have 
been eveing the theme with adoption 
in mind.) 

First meeting with Eastern region 
opened Jan. 11. When 138 salesmen 
and managers arrived at the hotel 
they received a large envelope. Among 
items each man found in it were a 
key to his room, printed program, 


CHATTANOOGA'S 
LEADING 
CONVENTION HOTEL 


IN THE “SCENIC CITY 
OF THE SOUTH” 


Air Conditioned R 
S Distinctive Restaurants 
9 Meeting and Banquet Roor 
{All on same floor) 
Closed Circuit TV, PA Systems 


Meeting Aids 
Free Parking 


A Friend “perie 


_ 


Convention Sta 


Soiel PryyEN 
CHATTANOOGA, TENNESSEE 


Write John K. Williams 


Sales Manaager 


Associated with 


SEMINOLE, Jacks« 


Hote! 
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schedule for rehearsals, free-time 
events bulletin and mailing label to 
return a carton of material to his home 
after the meeting 

In his room, the salesman found his 
mirror decorated with theme stickers. 
On his bureau was a shoe-shine kit, 
first-aid kit, memo pads and post cards 
(to be mailed back to distributors). All 
items were imprinted with the theme, 
“Project "60". 

Rehearsal 
envelope upon arrival was for sales- 
men who had part in presentations 
Salesmen presented case histories to 


schedule found in the 


explain how they handled sales of a 
particular product or sales to a special 
type of customer. Two davs were used 
for rehearsal 

Salesmen were selected to partici- 
pate on the program well in advance 
Actual planning for the January meet- 
ing started in April. Advance build-up 
included spec ial mailings in luding a 
piece fashion as a cover of Business 
Week with the salesman’s picture on 
it. (Photos were collected for this in 
advance without salesmen’s knowing 
purpose 

Props there were aplenty. In addi- 
tion to spec ial slides for stage presenta- 
tions, three giant trailers hauled in 
exhibits from Chicago (Firks Studios 
Philadelphia (The Art 


Many « xhibits were those used 


Inc.) and 
Guild 
in past trade shows while some were 
brand new and slated for shows this 
spring 

Some ot the xhibits were devoid of 
products and cops when they were 
erected at the meeting. As sessions 
progressed, products and display ele 
ments were added to keep pace with 
presentations on stage. Not only were 
product stories told in exhibits, but 
facts on advertising and promotion 


including material on trade show 
value to U.S. Rubber 
vertising and promotion to salesmen 
27 lighted pan ls 
H E Dadson 
promotion manage 
the ad storv but 


basic plans and 


To pre sell ad 


were unveiled by 
advertising and sales 
He not only told 
vas re sponsible for 
irrangements for the 
entire meeting 
Several 


among the week-long meeting's events 


contests were included 
Salesmen were asked to guess how 
many “sales” ( alls were made by pub 
lications on U.S. Rubber 


Salesmen who carne 


s ad schedule 
closest to com- 
bined circulations of scheduled maga- 
zines received small prizes subscrip- 
tions to magazine or a book 

Another 
event. Salesmen competed for a port 
able TV set by 
starting, “Success of Project ‘60 means 
that I must 
for this contest 


contest was a mealtime 


creating a limerick 


There was no writing 


Salesmen recorded 
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their entries on tape. 

Special slides were prepared for 
product stories. A little three-dimen- 
sional character was created for each 
product line. This character was 
drawn to include products as body 
parts. These little figures were super 
imposed over scenes of products in 
use 

While salesmen watched the slide 
presentation, they had a similar pre- 
sentation being prepared for their use 
Artwork for the slides were used for 
a film strip. Film and copy were de- 
veloped so salesmen could make pre- 
sentations to their distributors upon 
return home from the meeting 

After a day's sessions, each salesman 
found in his room a recap of the day's 
Sales kits and catalogues 

during meetings 
placed in his room along with high- 


activities 

mentioned were 
lights from speeches. In each room was 
a shipping carton. By the week's end, 
all recap material filled the shipping 
Salesman simply slapped on 
the mailing label (addressed to his 
home) that he received upon register- 


carton 


ing and left the carton in his room 
After he checked out of the hotel, car 
ton was picked up and mailed 

Wives were not forgotten A letter 
was sent to each salesman’s wife along 
with a small gift (Revlon lipstick 
holder). Letter thanked her for help 
ing her husband and let her know com 
pany appreciated her interest. This 
letter 


salesmen’s homes in advance of the 


as well as all letters mailed to 


meeting bore 
(Advance mailings were to set the cli 
mate for sessions and to prime sales- 


a spec ial letterhead 


men for intensive sessions 

One night was set aside for an 
“Awards Dinner.” Each product man- 
ager had picked an outstanding sales 
man with his product. This man was 
honored with a plaque and gift. An 
other night 
Company 


a banquet was staged 
addressed the 
Eastern region during the first week 
Chairman of the Board H. E. Humph- 
revs addressed Midwest and Western 
group at second week's banquet 


president 


Both top executives offered similar 
speeches. John W. McGovern, presi- 
dent, discussed the company’s profit 
picture and sales record. He brought 
salesmen into his confidence. After 
revealing sales figures, he declared, 
“This information has not vet been 
released to the public or to our own 
stockholders and will not for about 
another month, since it will take until 
then to obtain exact figures. But I did 
want to share this good news with vou 
at this time and particularly to thank 
you for the part vou have played in 
bringing about this commendable 
progress " 

After this 


introduction, President 
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McGovern could get into company’s 
reorganization story and allay any 
fears among salesmen who may have 
become disturbed when branch offices 
were cut and plants were closed. “You 
have been through a rigorous reor- 
ganization,” McGovern said. “There 
have been many changes in policies, 
departments and jobs. There may be 
a few more. There must always be 
some in a wide-awake organization ty 
keep step with normal changes in busi 
ness. But the basic pattern has been 
set and most of the moves to reju- 
venate your division have been com- 
pleted 43 

During the Nifty-Sixty 
Rubber Co. was introduced to sales- 
men. Against a background to simu- 
late a stockbroker’s office, Nifty-Sixty 
was presented as a company in which 
This 


mythic al company ’s stoc k was earned, 


meeting, 


all salesmen should own stock 


salesmen learned, when they went 
over 100% of sales quota during 13- 
week contest. Shares of Nifty-Sixtyv 
paid off in cash 

Every day was packed with busi 
ness sessions, but leavened with con 
Limited 


amount of free time was given over 


tests and other light fare 


to loafing, shopping or planned tours 
of Mt. Vernon or the Capitol 


Banquet entertainment was some 


in 
bundtounc Detroit 


@ 800 luxurious rooms ond suites. 


@ 14 meeting rooms for 25 to 500 
@ Adequote display space. 

@ Three great banquet holls 

@ impeccable service. 


@ Convenient te Detroit's new civic 
development. 


@ Gateway to the city’s expressway 
system. 


Let us place these superb con- 

vention facilities at your disposal. 

Phone Detroit, WOodward 2-2300. 
Teletype Number DE-1062 


LANSON M. BOYER 
Gen. Mgr. 


lad 4 
me 


O11 Lua 


CASS AT BAGLEY DETROIT 26 MICH 


what unusual. Baltimore district man- 
ager borrowed a trained chimp from 
his local zoo (along with two handlers) 
and introduced this new “member” of 
the sales force. (U.S. Rubber had sup- 
plied products used by the zoo and 
personnel were on friendly enough 
terms to arrange the chimp’s appear- 
ance without red tape.) 

U.S. Rubber didn’t drop the meet- 
ing’s theme after salesmen departed 
for home. A necktie was mailed home 
along with special reminder pieces. All 
followup material to salesmen will 
bear the “Project 60” symbol and re- 
late to meeting discussions. @ 


The South’s 
finest Commercial- 
Convention Hotel! 


IN DOWNTOWN 
JACKSONVILLE, FLORIDA 


“Robert 
“Meyer 


Offering the ultimate 
in conveniences and facilities from 
the smaller executive group meetings 
to the largest of convention needs. 


One floor ‘convention center’ / meeting and 
banquet rooms for from 25 to 1100 / Theater 
lighting : closed circuit TV / 550 outside 
individual temperature controlled rooms / 
Radio, TV and Hi-Fi in every room / Drive-in 
registration — elevators to rooms / FREE 
GARAGE for 250 cars / PLUS a willing 
fully experienced convention staff 


Write today for full information, 
rates and availabilities — or 
call Jacksonville, ELgin 5-4411 


Robert B. Neighbors 
Vice Pres.-Gen. Mgr 


os 


RNA 
“Weyer. Hotels 
“gin 
HOTEL EMERSON HOTEL SIR WALTER HOTEL ROOSEVELT 

imore, Maryland Raleigh, North Carolina Jacksonville, Florida 


HOTEL ROBERT MEYER HOTEL WASHINGTON.DUKE 
Jacksonville. Flonda Durham, North Carolina 


Who But YPO Could 
Stage This Meeting? 


Young presidents create “university” convention with 73 courses 


and high caliber faculty of 50. Probably most ambitious meeting 


ever planned. Only young executives could have stood the pace. 


If awards went to the most am- 
bitious convention, Young Presidents 
Organization would be in line for top 
honors For its 10th anniversary 
meeting, YPO created a week-long 
university that could challenge any 
campus in the country for courses and 
faculty. 

“University for Presidents” wedded 
intensive curricula to a convention 
plan. It had an ingenuity that could 
only emerge from the furtile minds 
and aggressive enthusiasm of young 
corporate executives. There probably 
isn't another group in America that 
could create the kind of convention 
YPO offered its members this vear 
YPO itself will be hard put to top its 
latest effort 

YPO conclaves are not hastily con- 


= 


PRE-PLANNING SESSION is one of many held because only forethoug 


170 


ceived meetings. Program chairmen 
are selected two years in advance so 
that they may observe and profit from 


Mem 


bers give their time freely to develop 


current plans and operations 


plans Old maxim two hours in 
plans for every hour of the convention 

is out the window for a YPO con 
estimate for YPO 
would be 100 hours spent to plan for 


vention Closer 
every hour at the convention 

If it would appear that an inordi 
nate amount of planning goes into a 
YPO meeting, it is only because YPO 
When 


they get to their convention, they want 


members are busy executives 


substantial returns for their investment 
in time and money. To make their 
investment pay off they spare nothing 
in the nuts-and-bolts drudgery to put 


—_ 
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a program tog ther 

For its Mar. 27-Apr. 2 convention 
in Miami Beach, YPO started plans 
back in August, 1958 


concept emerged two months later 


nive rsitv” 


Six months later, enough thought had 
ideas to satisty YPO 


planners that the universits approach 


gone into basic 


not only had merit but could be im 
plemented. But this wasn't enough 
More thought and planning had to 
perculate before the entire concept 
could boil up into a potent brew 

A year in advance of its convention 
meetings were held by planning com 
mittees to test ideas. Preliminary, plans 
were exposed to special groups at last 
Final “go ahead” 


Following month 


into projects 


vears convention 
was given last May 


ideas turned 


ee 


ht could make 10th anniversary meeting a success. 


SALES MANAGEMENT 


YOUNG PRESIDENTS attend YPO international seminar on 
world affairs in college type setting. Real university profes- 


Roger P. Sonnabend, president ho 
Hotel Corp. of America 


was convention chairman 


tel division 
He set up a 
military type communications system 
when he organized the “Convention 
Manual.” His manual was divided 
into sections and each section had a 
code letter 


sent out to some 20 or more kev meet 


As corresponden¢ ¢ was 


ing planners, each piece was coded 
Planners kept 


their manuals up to date by inserting 


~ 


by subject and number 


new material and substituting pages 
that were revised 

Under Sonnabend’s system, the 
manual was always current and full 
indexed. Without this comprehensive 
svstem, YPO’s convention would have 
What Sonnabend 
and his committee chairmen did was 


create 


been impossible 


a convention with complete 
university (by day) and an elaborate 
set of social activities (by night 

As an example of the manual sys 
tem used, “organization” material was 
coded with an “O.” “O-1” in the 
manual “convention — plan 
ning organization chart.” “O-2” was 
“planning timetable for convention 
“O-3" was “resurne of program plan 
ling.” Under 


covered 


“organization,” Sonna- 
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sors, who are experts in field, lecture; then hold discussions 
YPO’s anniversary meeting is “University of Presidents.” 


YPO OFFICERS discuss plans for future on closed-circuit TV, which members 
can tune into by setting dial on hotel room television set to private channel. 


bend had nine individual parts. And 
in addition to “organization,” major 
subjects of the manual included “Back- 
ground,” “Development of University 


Curriculum,” “Program Planning 


Memoranda,” “Financial,” “Adminis 
trative Service,” “Coordination and 
“Convention Promo 
Members.” “Social(s)” and 


“Letters and ( orrespondence - 


Management,” 
tion to 


WE LOOK FORWARD TO SERVING YOU WHEN 
YOU FLY EASTERN TO YOUR CONVENTION 


No “businessman’s luncheon” for you when you travel on Eastern. 
You enjoy the finest in first-class service and you arrive relaxed and 
refreshed for your sales meeting or convention. 

Eastern offers service between /29 cities within the United States, 
Bermuda, Puerto Rico, Mexico and Canada. Eastern will also be happy 
to plan for you and your associates a post-convention sidetrip to any 
adjacent vacationland. 

For complete details, write Convention Manager, Eastern Air Lines, 
10 Rockefeller Plaza, New York 20, N.Y, or call your local Eastern Air 
Lines office. 


Serving 95% of 
the Nation’s 
Convention Cities 


EASTERN 
AIR LINES 


aE HEAR oF Co WANTED)... 


\ ; RS . 
% IN CHICAGO 


SMALL GROUP MEETINGS 


sMALL CONFERENCES are 
our BIG MEETINGS 


BISMARCK, HOTEL 


Wm. B. HORSTMAN, Gen. Mgr. + ROBERT R. CARRA, Mar 
PAULINE BROWN, Sales Mgr 


550 Air-Conditioned Rooms 
TV and Radio in every room 
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One of the world’s 
great seashore resorts 
at NEWCASTLE 
PORTSMOUTH, N. HL. 
One hour north of Roston 


Convention facilities for up to 
400 persons. Golf. Tennis. 
Shuffleboard. Swimming Pool. 
Boating. Fishing. Clambakes. 
Shore Dinners. Easily reached 
by super highways. 


SEASON: Mey thre October. 


For color brochure and details 
write James Barker Smith, 
President 


An entire floor of meeting rooms (one of 
which seats 1500); resort atmosphere with 
in-town convenience; superlative food in a 
choice of restaurants; free in-and-out park 
ing; year around air-conditioned—all with 
business-budgeted European plan rates 
Great for Groups—the Southwest's most 
complete facilities for group meetings, 
conventions, ctc., any time of the year. 


HOTEL 


Westward 
H 


REPRESENTED BY — Glen W. Fowcett, Inc., 
Los Angeles, San Francisco, Seattle, Portland, Dallas 
Robert F. Werner, inc., New York, 
Chicago, Boston, Washington, D. C. and Toronto 


PHOENIX, 
ARIZONA 
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CLIFTON FADEMAN, professor of literature and TV fame, addresses YPO. 


Last June, specific plans were laid 
From its membership, YPO selected 
10 “volunteers” to serve as deans and 


associate deans for its university 
These deans met to plan for their five 
“schools” within the university. Dur 
dean's council 
their 


groups to 


ing the summer, the 
worked with: 29 


curriculum 


members of 
development 
“establish goals, propose ‘personalities 
of their 
applicable subject matter; set priori 


schools; determine range of 
seminars and work 


shops that would be offered; 


ties as to courses, 
and de 
termined criteria for selection of fac 
ulty members and teaching methods.” 

Note that more than a year of plan 
ning went by before “spe akers™” were 
considered 

Curriculum planners developed a 
list of 
original 225). This list was sent to 
YPO members who checked their in 


terests 


140 courses (refined from an 


From preferences indicated 
73 courses evolved. (To create original 
list, YPO planners studied past semi 
nar programs, college catalogues, past 


convention programs and threw in 
whatever ideas occurred to the deans 
ind their committees 

YPO had two consultants to guide 
Dean Vernon Al 
Business School, was 
YPO’s resource for education. Richard 
Beckhard Richard Beckhard 
Associates and consultant editor, Sales 


Meetings 


( onference 


program planners 
den, Harvard 


director, 


was consultant to YPO on 
planning and group dy 
addition to its consultant 


YPO 


from universities 


namics In 
used 50 educators 
all over the 
to serve on its university's faculty 

YPO's 


meeting to develop courses and then 


spec ialists 
country 
deans had 


meeting upon 


consider resource people to give the 


courses. There were meetings in New 
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York City Rockland, Me 
Five schools created were: Business 
School. School of Liberal Arts, School 
of Applied Arts, School of Family & 
Community Life, Institute of World 
Affairs 

Not only were courses designed for 
YPO members 


cluded for wives 


( hic ago 


but subjects were in 
Some 


open to husbands and wives, some just 


courses were 


for husbands and some just for wives 
YPO has 
and energy 
programs for wives. One of YPO’s im 


always devoted much time 
to produce meaningful 
portant activities is a program of semi 
nars throughout the vear for 
Manual” 
and fatter as more details were 
weeks before the 
opened at the Fontainebleau Hotel, a 
new manual was produced. This was a 
work book. It had detailed 


sheets for each dav. Twenty copies of 


wives 
fatter 
added 


convention 


“Convention grew 


Two 


activits 


the work book were produced Seven 
copies of this ring-bound book were 
given to hotel departme nt heads and 
the remaining 13 copies were used by 
YPO kev people 

Before the work book could be com 
pleted YPO had to know how man 
people were coming and what courses 
they would take. As with 
ties to know this, vou have to produc e 


all universi 


and distribute a catalogue 
YPO’s University for Presidents had a 


catalogue prepared in academic stvle 


course 


Courses were listed for each of its five 


schools. Courses were numbered, fac 


ulty named subjects described, and 
days and periods listed. Some courses 
were for single sessions; others were 
for two, three or four sessions Popu 
lar courses were Ss heduled more than 
once 


YPO members 
lected courses from the catalogue and 


and their wives se 


CINCINNATI'S carcest 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


SHERATON 
-GIBSON HOTEL 


Telephone 
MAin 1-6600 
Teletype 
C1-559 

Ann Kroger, 
Sales Manager 


A delightful place for any meeting any 
time of the year... with superb facilities 
including a complete winter sports pro- 
gram using artificial snow and ice when 
needed. Write for complete details. 
(Washington, D. C. office: EX. 3-6481) 


HOMESTEAD 


WOT SPRINGS / 


sent back special forms to note their 
choices. There were some course con- 
flicts (about 10%). These conflicts 
arose when a YPO member wanted to 
attend two courses that were sched- 
uled for the same periods. Course with 
big demand, “The President's Job, 
required two sections and two pro 
fessors. (Course was divided for mem 
bers whose companies have under $5 
million sales and those whose com 
panies do over $5 million.) 

In addition to deans and associate 
deans, YPO’s university had course 
hosts. Originally these hosts were to 
be called proctors However, proc tor 


(A he Y (7 one who enforces order and _ this 
AA shh eo Y 4 2 f CHAE asn't what YPO had in mind for the 
MOTOR HOTEL Highland Park, Illinois job. Course hosts had several duties 


Thev were hosts to faculty members 


The Year ‘Round Conventionland in a suburban setting nd their wives. They tock the roll at 


guarantees a captive audience. Diversified “on-site” activi- a Nee eniipoed Gare Be 
ties for everybody insures better attendance for your entire magpie pies eRe Conse Fons 
program. Within easy access of Chicago and all transporta- tion and turned their evaluations into 
tion. Five all-purpose meeting rooms feature the finest their deans. Another duty of course 
sound, lighting and stage equipment. Recreational facilities hosts was to be in class 15 minutes 
include heated indoor pool with before time to make sure all physic al 
solarium, outdoor summer pool, props were in place and rooms were 
winter ice skating, summer theater, 
golf, bowling and nearby shopping 
centers. Restaurant, cocktail 
lounge and banquet service. Group 
rates by request. It was part of every day's problems 
In order to bring some order into the 


set up as require d 
With 73 courses in five davs, com 


plexit was more than an abstraction 


university operation, man) things had 
to be done. For instance, rooms in the 
hotel were re numbered to correspond 
to course numbers. Key YPO people 
and kev hotel people were given 
Motorola handvy-talkies. With these 
SKOKIE ROOM FITS , ; ‘ transistorized radio receivers, messages 
ANY TYPE EXHIBIT . could be delivered quickly and the, 
P : were necessar 

Two big things that brought order 
Free parking for 500 cars... 
heliport for busy executives. 
Send for details and brochure . 
to: Pat Miller, General Man- painter. Artist Robert G. Strobridge 
ager, P. O. Box 567, Highland who gave a course on “Appreciation 
Park, Illinois. SUMMIT ROOM FOR. TOP-LEVEL MEETINGS of Modern Painting,” also served as 
emergency sign man. With dozens of 


THE VILLA MODERNE MOTOR HOTEL cournes aud activities going on shaw 


taneoush ind with changes of rooms 
Edens Expressway at Lake-Cook Road « Highland Park, Illinois 


out of conceivable chaos were the 


pocket radios and i speedy sign 


and renumbered suites directional 


signs were a “must.” With a talented 


ind fast sign painter YPO managed 


to squeeze by man budding compli 


for Your DETROIT-AREA Conference or Executive Meeting sa We 


come to The Dearborn Inn. Here, venience for group meetings and 
in a pleasant suburban setting, 20 banquets for up to 350; com- 
minutes from downtown Detroit, pletely air conditioned. Write or and slipped under bedroom doors by 
15 minutes from Metropolitan phone for full information. 

Airport, are the fine services of Ricnarp McLain, General Manager 
a gracious Inn with every con- DonaLp JANKURA, Sales Manager the program, reports on soc ial activi 


Guest Accommodations ties and dav’s schedule appeared in 


135 beautifully ap- Mortarboard 
»ointed roomea in the 
nn and the Colonial A device used this vear was to give 
. with TV te . 
a aoe each YPO member an extra adhesive 
lounge, all air condi- backed name badge to stick on his 
tioned. Free parking 
Phone LOgan: 5-3000 bedroom door. Last year signs were 
Teletype DE 380 painted. The badges served the same 
= = : : THE DEARBORN INN purpose and eliminated the extra time 
~~ Oakwood Boulevard, 


Neighbor of HENRY FORD MUSEUM Dearborn, Michigan and expense re quired to prepare name 


signs for each member. Badges, inci 


Each night, a mimeographed news 
paper, “Mortarboard,” was produced 


morning. Last minute news items on 
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dentally, were in the form of a mortar- 
board. 

One morning, YPO members had 
breakfast served in their rooms. Rea- 
son? A closed-circuit TV program was 
piped into their room TV receivers 
that morning. Entitled “John and 
Clyde Show”, the 8 a.m. broadcast was 
a conversation between current presi- 
dent John D. Foskett and new presi- 
dent Clyde Nichols, Jr. Jerrold Elec- 
tronics supplied the T\ equipment 
and installation and YPO public rela 
tions director, William White Parish 
acted as TV producer, director, stage 
hand and camera man. (Bill Parish is 
a former TV producer and had little 
trouble handling a two-“actor” cast 
and small industrial camera 

Because many courses were “deep” 
and intensive, some faculty members 
required that “students” have ad 
vanced preparation. So for many days 
in advance of the convention YPO 
headquarters staff was busy turning 
out reports, case studies and spec ial 
“readings”. These were mailed out to 
participants in time to prepare for the 
university 

Mailings, generally, were extensive 
YPO prepared 10 different mailings to 
members to promote and implement 
this convention. In addition, many 
printed pieces were prepared. Among 
them were the 36 page two-color 
catalogue; 2 {-page “Conventions Tips” 
and 20-page “YPO Faculty Who's 
Who.” “Convention Tips” was “an 
overall guide to the University for 
Presidents.” It covered evervthing a 
conventioneer would need to know 
from hotel arrangements and arrange 
ments for children to dollar expendi 
tures for the convention and what to 
weal 

For children of members, YPO set 
up a complete activities program. This 
included special dining areas 

Not just time was invested heavil\ 
in this convention, but hard cash 
YPO national treasury budgeted $30,- 
000 toward convention expenses and 
participating members paid $105 to 
$115 each for registration. A sliding 
scale of registration fees were used 
lower rate up to Jan. 15 and higher 
rate after Jan. 15. Just short of 400 
members registered. Most came with 
their wives. Between members, their 
wives, faculty members and_ their 
wives, plus YPO staff, about 900 at 
tended the convention 

Approximately 30% of the conven- 
tion budget went to convention ad- 
ministrative expenses including print 
ing, staff travel and housing, conven- 
tion office, postage and telephone. For 
direct operation of the university, 42% 
of convention dollars were spent. This 
included hotel and travel expenses of 
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LOOKING 
for the best 
locations 
for your 


MEETING? 


NASSAU 


BAHAMAS FLORIDA 


COMPLETE \ — 


ar 
™. 


CONVENTION  \ 
FACILITIES © 
GILL 
HOTELS 


For more information write: Alan Bland, Convention Manager, 
GILL Hotels, P.O. Box 4037, Fort Lauderdale, Fla. 


NEW! in TAMPA, FLA., The HILLSBORO 


FORT LAUDERDALE, FLA.: NASSAU, BAHAMAS: 
Yankee Clipper Trade Winds British Colonial 
Escape Jolly Roger 


where EXPERIENCE 
mers EXPERIENCE 


When your company’s sales experience 


joins with the Claridge’s meeting experi- 

ence (and excellent facilities) a top notch e 

sales meeting is assured. That’s why 0 
Butler Bros., John Deere, The Gulf Oil 

Co., and many others return to the Clar- MEMPHIS 


idge year after year. May we add your 
name to our growing list of satisfied HOME OF THE FAMOUS 
BELL TAVERN 


clients? 


SCOTT J. STEWART, Managing Director 


faculty, purchases of case materials, 
books, visual and audio aids and props 
Balance of convention budget, 28%, 
was used for social events including 
receptions, music, decorations, prizes 
ind tavors 

Social events were many but pur- 
poseful. Rather than stage huge cock- 
tail parties for 900, YPO breaks up 
its group. Each evening, two members 
and their wives host a small cocktail 
reception for about 40 to 50 people 
['wenty of these receptions are staged 
With these smalle 
groups, members and wives get to 
know each other. Men can talk shop 


simultaneously 


(business conditions and new ideas 
while women talk women talk. 

Next night, other hosts and hostesses 
are selected for 20 more receptions. 
YPO members are assigned to these 
receptions on a spec ial schedule which 
insures that no two members ever 
meet at more than one reception This 
circulation of members allows every 
one an opportunity to meet everyone 
else at the convention under relaxed 
and pleasant circumstances These re 
ceptions were staged each of five 
nights 

In addition, there were main social 
attractions everv night. Monday night 


Looking for a different 
convention site? 


Pian your next meeting at picturesque West Point on the grounds of 


the U. S. Military Academy, 


miles from New York City. Some of 


the nation’s most prominent firms who are Thayer “regulars” say West 
Point meetings accomplish more in the dignified historic atmosphere. 
Groups of 10 to 400 find perfect facilities among the Thayer's 
wide choice of meeting rooms. All standard training aids available. 
Beautiful guest rooms overlooking the Hudson, new cocktail lounge 
and outstanding meals will make your next meeting the best ever. 
Summer and winter sports nearby. No parking problems. Contact 
John J. Schafer, Manager, phone Highland Falls, N. Y., 6-4731. 


| HOTEL 
THAYER 


WEST POINT 2, NEW YORK 


was the 19th birthday celebration. 
YPO founders were hosts. At one 
point, all lights were put out in the 
main ballroom and waiters marched 
in. Each waiter carried a_ birthday 
cake with 10 candles on each. A hun- 
dred lighted cakes were used and the 
ballroom literally danced with candle 
light 

First-time conventioneers wore spe- 
cial badges at this YPO conclave. This 
allowed senior members to pay special 
attention to new-comers and to make 
sure that 
warmly welcome 


first-timers were made 

Tuesday night's main event was a 
“class party ofr special party was 
staged for freshmen (newest members 
another for sophomores, another for 
juniors and still another for seniors 
These simultaneous class parties each 
had its own decor and spec ial enter 
tainment. One was a Calypso party 
Another party used the old German 
rathskeller motif. A beatnik party and 
a Dixieland party rounded out the 
evening. Special costumes and favors 


Mem 


bers were advised in advance about 


made these parties special fun 


these parties so that they could come 
prepared with costumes. For those 
who might not have appropniate cos 
tumes, YPO committees had 


emergency costume “aid” 


some 


AND ITS FAMOUS 


HOTELS 


for a different meeting! 


Le Fonda 


IN OLD SANTA FE. NEW MEXICO 


The Ulearade 


IN ALBUQUERQUE, NEW MEXICO 


Grand Canyon seietue 
EL TOVAR, BRIGHT ANGEL LODGE 


AND YAVAPAI LODGE, ARIZONA 


Deh Calley HOTELS 


FURNACE CREEK INN AND FUR- 
NACE CREEK RANCH, CALIFORNIA 


Write to Manager or: 
Fred Harvey, 530 West 6th Street, Los 
Angeles 14, California. MAdison 7-8048 
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One YPO member, a textile manu- 
facturer, had a special fabric de- 
signed with the YPO emblem and 
“10th anniversary” woven into it. 
While it was being loomed, somebody 
forgot to turn off the loom. So instead 
of enough fabric for a costume for 
husband and wife, the manufacturer 
ended up with enough fabric for the 
whole convention. So he had the fab- 
ric made into shorts and shirts for 
women and shirts for the men. The 
fabric design was also used as cover 


dozens and dozens of YPO members 
were involved with convention activi- 
ties. 

All was hardly wining and dining. 
While there were social functions 
every night, there was hard work 
every day. Many classes had home- 
work. Many members worked nights 
either before or after receptions to 
complete assignments for the next 
day's classes. It took a special kind of 
stamina to keep up with the pace. 
Certainly this convention was for 


If YPO’s annual convention is am- 
bitious, it is no more involved than 
YPO’s regular activities. 
ters hold 10 meetings each vear. In 
addition YPO stages six to eight na- 
tional seminars around the 
and six area meetings. 

Another attribute of YPO activities 
is thoroughness. For instance 
relations plans were many and varied 
Each chapter had its own public rela- 
tions committee for this convention. 
Members were learn 


Its 33 « hap- 


countr\ 


public 


canvassed to 


which would like to have releases sent 
to publications (specified by each 
member) to announce his plans to at- 


design for the April issue of YPO's young presidents—more sedentary ex- 
magazine “Enterprise” ecutives probably couldn't last past 

Thursday night Canadian members the half-way mark. 
were host to YPO at an informal 
dance. This followed a Wednesday 
night part designed as a 100th anni- 
versary celebration. YPO members 
came to this party dressed as they 
might be decked out in the year 2050. 
To lend atmosphere to this futuristic 
event, YPO borrowed a mockup of a 
Vanguard rocket. Into it was poured 
water and dry ice so that it spewed 
forth a stream of smoke. 

Friday night, 20 formal receptions 
were staged to honor past presidents 
who were 


Meeting 
Miracle on 
34th Street 


Each day's social 
functions was handled by a different 
committee. As with day-time business 
plans and operations were 
people so that 


hosts 


sessions 


divided among many 


In New York City 

the Sheraton-Atlantic 
answers all your 
convention requirements 


Let us help make your next 
sales meeting the best one yet - 
ot WORLD-RENOWNED \¥ 


@ $4,000,000 renovation program completed. 1500 
newly decorated rooms (1000 air-conditioned), all 
with bath, radio and TV. 

@ 15 well-appointed air-conditioned function rooms 
accommodating 15 to $00. Exhibit space available, 
@ Close toeverything: Penn Station, Grand Central, 
Airline Terminals, Empire State Building 


THREE LAKES, WISCONSIN 


tha on 
in the land of Hiews 

: chain of 2? pine-rim jon 
lakes — incomparable 
ference a - Ste. 
ay shows. Mancing : 
fishing. Open year TO" 


Tour Department organizes outside activities at no charge. 


For complete information, contact Steve Sandstrom, Director of Sales 


@}HERATON- ‘ATLANTIC HOTEL 


(formerly the Sheraton-McAlpin) 
Home of the Famous Gate of Cleve Restaurant 


Broodway ot 34th Street, New York City + Reservations: PE6-5700 «+ 


Write or| phone us. 
NORTHERNAIRE 
Three Lakes, Wisconsin 
Phone Three Lakes 481 | 


MAY 20, 


Teletype: NY 1-2715 


1960 177 


Your choice is wide... 
world wide. ..when 
you fly BOAC. Take 
your pick of jet liners, 
too! Swift, smooth 
Britannias! Five-hun- 
dred mile-an-hour 
Comets! And, soon, 
mighty 707 Intercon- 
tinentals powered by 
Rolls-Royce engines 
it all adds up to a 
full bag of traveling 
fun in store for you 
TOTAL +-_ <+ 
You don't pay a penny 
more to fly by BOAC, 
so see your Travel 
Agent or any BOAC 
Office for low down- 
payment fares to 51 
countries on all 6 
continents 


BOA 


WORLD LEADER 
1M JET TRAVEL 


BRITISH OVERSEAS 
AIRWAYS CORPORATION 
Flights trom 
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tend University for Presidents. When 
members arrived at the convention, 
Fontainebleau’s photographers took 
pictures of those who wanted releases 
sent from the convention. YPO had a 
public relations booth set up to handle 
back-home releases. 

In advance of the convention, YPO 
people visited editors and radio and 
TV newsmen in the Miami area and 
supplied them with facts on the or 
ganization and convention plans 
Newsmen were invited to YPO’s con 
vention. As a result, a long stream of 
favorable press, radio and television 
comment was stimulated 

To handle and coordinate the 
myriad convention plans, YPO's execu- 
tive director, Walter Raleigh and his 
headquarters staff spent months to 
back up the program chairman and 
committees. “About a month before 
the convention we spent at least 10 
hours a day seven days a week to 
handle all the last-minute details and 
mailings,” reveals Louis R. Showalter 
Jr.. YPO program director. Biggest 
chore was to reproduce course ma 
terial submitted by faculty members 


®& One way to recognize a YPO con 
vention is to note the painstaking at 
tention given to small details. Every 


thing is carefully planned, even such 
items as envelopes. Not only were 
plastic envelopes supplied for “stu- 
dents” at YPO’s university, but differ 
ent colors and types were used. Men 
received black envelopes with a grain 
finish and a YPO logo on it. Women 
received a plastic, black envelope 
(with “patent leather” finish) with no 
insignia. Faculty members had red 
plastic envelopes 

As YPO grows, its meeting problems 
are compounded. Not only must it pre- 
pare for bigger attendances at con- 
ventions, plans become more complex 
and results more gratifying). Each 
vear, program chairman and commit- 
tees are harder put to produce some- 
thing better. On the other hand, site 
selection becomes increasingly more 
difficult. How many resort areas can 
offer facilities that YPO's complicated 
schedules now require? 

YPO is well aware of its problems, 
but vou can be sure thev will be 
solved. Any organization that could 
produce a week-long university of the 
caliber and complexity of the last con 
vention, could solve any meeting 
problem 

At least it has the site selection 
problem licked for 1961. YPO is going 
to Puerto Rico. @ 
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Folding Door Designed Into Exhibit 


VINYL LAMINATED FOLDING DOORS close and lock-up exhibit wher 
not in use. Doors are vinyl laminated on plywood which draws around 
the 12-ft. front on circular track. Booth travels in its own plywood case, 
which acts as backdrop when open. Loft’s Candy Co. first used exhibit 
in Eastern State Fair, Springfield, Mass. Lock-up feature means that 
it can be used in heavily traveled areas, unattended after hours. Unit 
can be used separately or as part of an over-all exhibit. Exhibit was de- 
signed by Ivel Construction Corp., Brooklyn, N. Y. American Accordion- 


Fold Doors, Inc., supplied the door. 
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PHILADELPHIA’S 
CONVENTION 
PHOTOGRAPHERS 


Specializing in all phases of 
convention and Commercial photography 


LO3-2028 


Philadelphia's official hote! photographers since 1918 


ARD PHOTO SERVICE 


2031 CHESTNUT ST. @ PHILA. 3 


SUCCESSFUL MEETINGS 
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PONTE VEDRA BEACH 
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MARKETING STAFF and salesmen hear Leonard Truesdell lecture on home entertainment in School Training Program at Zenith. 


Who'd Stage 3,000 Meetings? Zenith! 


Sales training sessions for salesmen, distributor and dealer per- 


sonnel are so important to Zenith, its meetings run into thousands 


each year. Here’s how Zenith plans and operates 3,000 sessions. 


Editor’s note: Back in Novem- 
ber, Leonard C. Truesdell, presi- 
dent, Zenith Sales Corp., told an 
audience at the Agate Club, Chi- 
cago: “We have had as many as 
3,000 sales meetings a year pro- 
viding the best possible training 
for both our 500 distributors’ sales- 
men and those of our dealers. One 
sales training session can’t do the 
job—it takes constant effort.” 

“We are intrigued,” we wrote 
to President Truesdell after we 
heard his statement, “by the great 
number of meetings Zenith runs. 
Your philosophy and planning that 
go into these sessions should make 
an interesting story for us.” 

This is his response. 


By LEONARD C. TRUESDELL 
President, Zenith Sales Corporation 


Our Zenith conducted meetings 
break down according to the following 
grouping: 


Group No. 1: We have three field 
sales training specialists plus a sales 
training manager, a total of four peo- 
ple whose prime responsibility is to 
hold sales and product training meet- 
ings in the field. They stage meetings 
for our distributors and their Zenith 
sales personnel, and on their behalf, 
dealers who handle Zenith products 
These men average four meetings per 
week (this is a requirement) for a 50 
week (work year) period. They totaled 
a little over 800 meetings for the year 
1959 

These meetings are planned in ad 
vance, according to geographical loca- 


tion, time and travel between distrib 
uting points. They will sometimes 
hold six or seven meetings in a given 
week. Other weeks thev may hold 
but two—average is four and we come 
out pretty close to it 

As a means of scheduling and con 
trol, these meetings are planned from 
three to six weeks in advance. When 
a meeting arrangement is confirmed, 
it is included on a large 3 ft. by 4 ft 
calendar which is kept up to date in 
the office of our sales training man 
ager. This calendar is laid out by each 
working day and by month. To show 
that a meeting has been set up and 
confirmed in a given citv, a colored 
square to represent the name of our 
field sales trainer, is filled in opposite 
the city under the month and day 
Unless it is a specific planned series 
of meeting, which often is the case 
(and I'll cover an example of this later 
on), arrangements for the appearance 
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of one of our field sales trainers is 
made by the distributor principal or 
our own regional representative, or 
directly to the sales training depart- 
ment at our office. Alternate 
dates for these meetings are also re- 
quested 


home 


Then our sales training manager, 
by phone or letter, works with our 
field representatives to set up a sched- 
ule for each man and himself, accord- 
ing to the dates requested and geo- 
graphical location. It is planned so 
that each man, in going from one city 
to the next 
time in travel 


has a minimum of lost 

Once a series of meet- 
ings is so set up, it is approved by our 
vice-president in charge of distribu 
tion and then confirmed with each of 
our regional representatives and dis 
tributor principals involved 

Again, unless it is a planned series 
of meetings on a specific product or 
program, which we ask to set up, the 
distributor, in making his meeting re- 
specifically the 
product or products he wishes to have 


the field When the 


date for the meeting has been con 


quest recommends 


trainer present 
firmed with our own field representa 
tive and the distributor principal, a 
letter out to the 
distributor, with a to the re- 
gional representative. It suggests to 
the distributor the type of stage setup 
the field sales trainer would like to 
have for the presentation 


automatically goes 


‘ Opy 


(such as 
specific models and products), addi 
tional props to be secured locals 
(blackboard flip chart, etc and ans 
other arrangements pertaining to the 
so that they will be in readi 
ness upon arrival of the field sales 
trainer 


meeting 


In addition, if requested, the 


Ps ® 
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TRANSISTOR CLOCK RADIO is presented 


to salesmen by Zenith’s J. B. “Kip” 


(LLLLA 


Qables Development 


DEALER MEETING 


FOR SALES 
COMMANDERS 


REPORT 


| held a meeting on Zenith 


(TV, Steres, Rodic: 


at 
Lome 


attended by 


Here are ideas resulting from the meeting 


Your name 


Ba 


dove 


W wos 


‘ *y Mote 
salesmen and dealers. | used the following Zenith Soles Development Materials 


Remarks about the sales development materials | usec 


Nome of Distributor 


Distributor Soles Manager 


tt 


letter also contains suggestions to the 
distributor on how he might promote 
attendance by sending out his invita 
tions to his dealers and their 
nel 


person 


A copy of the letter to our regional 
sales representatives 1s, of course, for 
follow-through purposes, to be sure 
that all details have been covered and 
arrangements pre-set. If the specific 
to the meeting 
which are coming from the factors 
are too bulky to be carried in the field 
sales trainer's meeting kit, they are 
then automatically shipped ahead of 
the meeting date to insure their being 


props be used for 


on hand for the meeting 
By the time the field sales trainer 


arrives, agenda and subject matter 


are well known to the distributor prin- 


cipal He and the sales trainer then 


ip } ~ 
- & 


‘an, } : 
. Ww 


€ 4 


-~ 


- 


and 


details 


conducted as 


work out any last minute 
the 


uled 


Following each of these sales trainer 


meeting 1s sched 


conducted meetings, each factory 
trainer 1s required to send in a filled- 
in meeting report form (see page 000 
to cover pertinent details and results 
of his meeting. This report is sent to 
the training dept further 


tributed to all interested personnel 


and dis- 
in our marketing, product planning 
and service departments This is our 
receipt that the meeting was held and 
whether or not it was productive. You 
will note that it gives us attendance 
that 
the sales trainer list specific comments 


figures, and we ask, in addition 


and suggestions made by dealers who 
attend 


meeting or our marketing program 


regarding any phase of the 


/ 


Anger, market manager, in special meeting. 
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They convened here 200 years ago 


In Colonial Williamsburg, two centuries and more ago, the 
gavel brought to order many an historic meeting. And today, 
conferences of many kinds continue this time-hallowed tradition. 

But there’s a difference. Once upon a time the delegates 
might refresh themselves at lively sessions in the Raleigh Tav- 
ern. Now, air-conditioned meeting facilities and modern hotel 
rooms add a 20th Century flavor to the pleasures of doing busi 
ness. There’s plenty for the ladies to see and do in historic 
Williamsburg, too. And after business—tennis, golf, and swim- 
ming for everyone. It’s recreation at its finest 

Set your next convention here. At the Williamsburg Inn, 
Lodge and Motor House, 535 rooms, superb facilities, and the 
atmosphere of leisurely charm, form an ideal setting for meet 
ings of 10 to 400 persons. 

Then, when business is done, visit Colonial Williamsburg, 
re-created in all its Colonial glory. It’s a living picture of our 
rich American heritage. 


MMMUL 
VIRGINIA (_ 


INN - LODGE «- MOTOR HOUSE 
For booklet and information write: William E. Bippus, Manager 
of Hotel Sales, Williamsburg, Virginia, or call New York—ClIrcle 
6-6800; Washington—EXecutive 3-6481; Chicago—MOhawk 4-5100. 


In all the world there is only one 


melback Inn 


for Sales Meetings and Conventions 
PHOENIX, ARIZONA 


WHitney 5-844! 


Golf at adjoining Paradise Valley Country Club 


Chicago MOhawk 4-5100 Washington EXecutive 


Detroit WOodward 2-2700 Los Angeles 

New York Circle 746940 San Francisco 

Miami Plaza 4-1667 Atlanta 
Toronto EM 3-1648 


36481 
OUnkirk 8-115] 
EXbrook 7-2717 
JAckson 4-3486 


Beautiful Modern Meeting rooms for groups up to 250 


Majority of these meetings are of 
the mass dealer type where dealers 
and salesmen from several dealer out- 
lets attend in a group. Many meetings, 
however, are held for one single dealer 
and his personnel, particularly, new 
dealers. Most of the individual in-store 
meetings are conducted by men com- 
prised of Group No. 2 which is de- 
scribed below 

Almost invariably field sales train- 
ers hold separate and more detailed 
meeting for Zenith personnel of the 
distributorship involved. Quite often 
this is a morning or day-long session 
while the mass dealer meeting might 
come off that same evening 


Group Ne. 2: We have 16 regional 
sales representatives, eac h one respon 
sible to provide marketing services to 
an average of five distributors. They 
reside at central points throughout the 
country within their respective terri- 
tories 

One of the major responsibilities of 
each of these field representatives, is 
to hold a minimum of two meetings a 
week, covering a 50-week work vear 
and like the sales trainers, this, too 
sometimes varies. They mav hold as 
many as four or five a week. Once in 
a while they miss a week because of 
some special meeting here in Chicago, 
or because of some other field activity 
Average (and basic requirement) was 
two per week in 1959. Added to the 
800 meetings which sales trainers 
held, brought our total to 2.400 such 
meetings for 1959 

These men report on their meetings 
on a report form similar to the one 
used by our sales trainers except with 
these meetings, we require more de- 
tailed information (see page 183) 

We have two controls for planning, 
scheduling and reporting of these 
meetings, since our regional repre- 
sentatives operate out of different 
parts of the country, not the home 
office, and since they reside in the 
area where their meetings are con- 
ducted 

One is a large 3 ft. by 4 ft. meeting 
control chart, quite similar to the one 
used for our sales trainers. The man’s 
name is entered in, opposite that city 
in his territory, on the day of the 
month that he is planning to hold a 
meeting. He sends this schedule to 
cover a month's meeting activity into 
the sales training office in advance of 
these meeting dates so that we can 
record his schedule and advise of any 
conflict, due to other marketing ac- 
tivities planned for this period 

A second check and follow-through 
is provided by the regional representa- 
tive’s regular monthly report, wherein 
he recaps his meeting activities for 
the month just passed, together with 
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ZEeEnNniTH RADIO CORPORATION 


Date___ 


FIELD REPORT 
SALES TRAINING MEETING 


Distributor : : City & State 
Meeting Conducted For Wholesalemen [} Dealers —] Dealer Salesmen 


Time of meeting —From a , Where Held 

No. of Persons Attending— Dist. Principals Wholesalemen Deolers Dealer Salesmen Others 
PRODUCT CATEGORIES COVERED 

TV (J Portable TV (1) Hi-Fi) Stond. Phono. [[] Port. Radio [[] Table & Clock Radio [[] FM. [J 


This le A Distributer Meeting For wholessiomen and/or desiers. Complete the Following 
. Does distributor have a planned ‘‘in-store” sales training program going on—YES [.] NO [] 
Is effective use being made of ZENITH sales training material YES a NO 0D 
How many salesmen does distributor have working on ZENITH 
Approximotely how many ‘‘In-Store’ Zenith product training meetings do all of these men hove per month 


. What ‘‘In-Store” sales ond product training aids or tools do salesmen feel help them most? 


Did you discuss with distributor principals how their training program can be improved— YES ia} NO Cj 
(Grve setwile on othe 0:40 o! report) 


What do distr. principals and salesmen say we can do to help? 


(Uee Other Side If Necessary) 
Were any deoler meetings planned and/or scheduled os a result of meeting you conducted— YES 0 NO ‘a 
How would you rate this distributor's attitude towards soles training— EXCELLENT —-GOOD—FAIR—POOR 
Next training meeting scheduled for this distributor To be conducted by Regional Mngr a 


Sales Training Dept.[] Other 


Tentaties ete 


Class of Retoiler—BIG(] MED.[] SMALL] Type of Outlet—Appliance Store—Music Store—Furn. Store—Dept. Store— 
Jewelry Store—Other 
Competitive Products Handled—TV s 
ZENITH Products Handied TABLE RADIO 


Port. Radio O PORTABLE RADIO 
HF 


— PHONO —HiI-Fi 


Indicate Below Any Comments Made By Personne! (Favorable or otherwise) Attending Meeting Regarding Zenith Products, 
Policies, New Products to Consider 


Report Submitted By 


Mall to Sales Training Dept. 


any additional and pertinent informa- sales meeting, which we hold peri- to three days are always set aside for 
tion, not previously reported. odically here in Chicago for just our the field sales trainers and training 
In conjunction with every factory regional representatives, at least one manager to hold a “train the trainer” 
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a/l go great in NASSAU inthe BAHAMAS 


This tropic island paradise provides a wide For complete information 


range of accommodations and meeting BAHAMAS DEVELOPMENT BOARD 


facilities — including convention halls that ,s,ys¢ 608 First National Bank Bldg 
seat 1800 for business, 1000 for banquets. cHicaco, 1230 Palmolive Bldg 

Over 100 flights a week to Nassau, non-stop NEW yYorK, 307 British Empire Bidg 
from Miami and New York, plus ship DaLtas, Adolphus Hotel Arcade (1406) 
cruises. No passports needed for American “LOS ANGELES, 1341 Biltmore Hotel 
rORONTO, 707 Victory Bide 


or Canadian citizens 


Moet with Suoverd at thee tarilude! 


You'll get more done...then have more fun at 
LAS VEGAS’ COMPLETE CONVENTION HOTEL 


* 13 Meeting Areas & Private Conference Rooms * 2 Giant Stages 
for Showmanship Demonstrations * Exhibitors Gallery 
* Meeting and Banquet Facilities for Groups from 10 to 1,200 
* Superb Cuisine * Fun ’Round the Clock 


On Stage! 


1295 DELUXE ROOMS & SUITES LE LIDO DE PARIS 
PRivue 


B00 ROOMS FROM $7 to $13 


‘ LAS VEGAS, NEVADA 
Los Angeles DU 8-1151 
San Francisco DO 2-2022 Detroit WO 2-2700 Miami PL 4-1667 Director of Sales 

Chicago MO 4-5100 Washington, D.C. EX 3-6481 New York Cl 7-6940 Las Vegas DU 4-6350 


Nationally represented by The JohnA. Tetley Co. and Leonard Hicks, Jr. & Assoc. 


Or contact 


Arizona’s 
Country Club Resort 
for 


GROUP 


Accommodations for 185 guestsina 
secluded club-like atmosphere only 
15 miles to Phoenix. An oasis in 
the Valle y of the Sun. Magnificent 
18hole golf course an {other sports. 
3740’ Paved Airstrip Superb food 
and well-trained service. Variety 
of meeting and conference rooms. 


Season: 
November 1 to May 15 


THEEWIGWAM 


INN, COUNTRY CLUB, BUNGALOWS 

LITCHFIELD PARK ARIZONA 

Reade Whitwell, Mgr 

Telephone WEstport 5-3811 

NATIONAL REPRESENTATIVES: 
GLEN W. FAWCETT, Inc. 

Los Angele MA n 6-7581 

San Frar Ukon 2-6906 

(Toll free fror t Bay ENterprise 1-0680) 

Seattle MI al 2-1981 

Dalla erside 1-6814 
ROBERT F. WARNER, Inc. 

MUrray Hil!) 2-4300 

RAndolph 6-6024 

REpublic 17-2642 

.. LAfayette 83-4497 

._EMpire 3-2693 


COMFORTING THOUGHT 


No matter how many dele- 
gates you bring, we have am- 
ple facilities . and enough 
seating to keep them all com 


fortable for hours on end 


on the Boordwolk, Atlentic City, NJ 
Owned & opersted by Leeds & Lippincott Co. for 70 years 
New year round twimmmng poo! 


Write for illustroted folde 


EXECUTIVES 
R.W. LEEDS « JOSEPH |. McDONEL| 
J. H, LIPPINCOTT, JR. © £. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS e I. L. HAVERLY 
LAWRENCE B. RAUGH « JAMES E. KNAUFF 
J. EDWARD LIPPINCOTT « REVEL W, ELTON 
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session with these men, revolving 
around products and programming 
just being introduced. 

First sales trainers perform the 
meeting for regional representatives 
as a group, just as we intend the re- 
gional representative will present the 
same meeting to his distributors, and 
on their distributors’ behalf, to their 
dealers. Following this, each regional 
representative is asked to get on his 
feet and repeat the same meeting to 
the rest of the group 

After each such a presentation, we 
discuss it, offer constructive criticism, 
so that the man is thoroughly pre- 
pared, before starting out on his own 
Almost always, these individual pre- 
sentations are recorded on tape for 
playback study and suggestions by 
management and field representatives 

Now, I have been covering those 
meetings conducted by our sales train- 
Ing people and regional representa- 
tives. There is another group of men 
who conduct Zenith meetings which 
I shall now report on and call Group 
No. 3 


Group No. 3: These trainers are the 
500-odd distributor salesmen who sell 
our products to dealers. In-store train- 
ing meetings are an important part of 
their job responsibility. Planning of 
these distributor to dealer Zenith 
meetings are, of course, scheduled by 
the distributor sales manager. We do 
provide meeting literature, flip charts 
films and other training media to assist 
them in their presentations. We also 
provide a suggested meeting calendar 
for the distributor sales manager's use 
to plan and schedule his salesmen’s 
meeting efforts. 

We do ask, however, that these men 
send us a meeting report which is in 
the form of a giant self-addressed post 
card (see page 181). You will note it 
must be signed by both the salesman 
and distributor sales manager. This is 
his receipt of meeting results The card 
is sent directly to me and, in turn, is 
distributed to the various factory sales 
and marketing people that would be 
concerned. 

We, of course, cannot tell these 
men where and when to hold meet- 
ings. We only ask that when they 
hold one they let us know about it 
Reply card is another receipt for the 
factory, as well as a check on this 
effort. This report guides us to de- 
velop and prepare the most ideal ma- 
terials that distributor salesmen re- 
quire to effectively conduct dealer 
meetings within their territory as well 
as other information that would be of 
help to us at the factory 

Admittedly, some distributors en- 
ter into this activity with greater en- 
thusiasm than others. We received 
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the “seat” 
of your next 
convention... 


Bringing them in from out of town? Solve your transportation problems by 
putting yourself in the hands of Capital Airlines’ Delegate Service. 

Not only will Capital whisk your delegates to their destination on @ 
jet-prop Viscount. In addition, a Capital travel expert will help you with 
ground transportation, hotel accommodations, even entertainment. 

How about the cost? Often less than 
train transportation, and you save up to 
80% in time! If you convene in almost 
any major city of the East, Midwest or 
South, call Capital...do it now! 


AIRLINES 


The Chantecler the complete hotel for conventions, meetings; 
45 miles north of Montreal in the Laurentians 


Plan a successful event in this unique lake-and French cuisine * delightful atmosphere im pic 
mountain area where Canada’s premier year-‘round luresque French-Canadian setting * reasonable 
resort offers every service and facility American Plan rates * all sports in season plus 

Accommodates up to 225 people * variety of indoor heated solarium pool For folder, write 
laree and small meeting rooms with mecessary to S. M. Powell, Chantecler, Ste Adele, P. Q 
equipment * banquet facilities °* outstanding Canada 


MEMBER HOTEL SALES MANAGEMENT ASSOCIATION 


WHY SkKYTOP? 3 For The Life of Your 


Convention 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 


complete isolation : , é . 
and every physical ree nl . and The Convention 
attribute for group im —— of Your Life 


meetings—10 to 300. THE 


* jer 4 ma = ‘ © tam snditties for peters Fal ‘€ fount’ Wastinglon 
J wore. 


te Excellent meeting rooms, equipped with recreation, including 18 hole champice- BRETTON wooos 
all professionel requirements ship golf course NEW HAMPSHIRE 


x Easily accessible (only 100 mi. from N. Y. i Secutifully appointed Gott New Engiand’s finest and most famous resort 
and Philo.) —Serviced nationally by lead- Write for Conference Booklet se YAM, Ae 
ing vel a and Se ~ and complete details These speciol features con make yowr 

next gathering the best ever 
SKYTOP CLUB Secluded in the Poconos 


10 separate meeting rooms « exhibition hall 


BOX 30, SKYTOP, PENNA.» « Wm. W. Malleson, Jr., Gen. Mer. 800 capacity dining room 
Pt : LY it 5.7401 18 hele golf course @ 6 tennie courts 


2 Olympic poots « unusual entertainment 
Coaanansnan zt ass: tens t r US ARSRUADER Ragu 41RD 198 PUMA THN PARLE ype © 
palate pampering cuisine 
highly trained staff to serve and assist you 


Season: June thru October 


Write today tor coter brochure, programs and 
mens 


All inclusive Rate... No Extras! 


WIN CHESLEY, Director of Sales 
The Mount Washington Hotel 
1 East 57th St., New York City, Plam 6-7048 


All convention activities under one roof « Groups to 800 ¢ American 
Pian ¢ Ample meeting rooms, at no charge ¢ Fabulous Beach and 


FAMOUS ALL-YEAR RESORT 


A FEW MINUTES ACROSS THE BAY AT ROCKEFELLER CENTER 


FROM SAN DIEGO 


Tennis Club ¢ Swim in heated, outdoor pool or ocean © Deep sea P 
fishing ¢ Dancing « Championship Golf Course, so closeby! © Racing, 
Jai Alai, Bullfights in nearby Mexico ¢ Everything! e a ru iC 


WHERE BUSINESS MEETINGS 
FUNCTION SMOOTHLY 


appointments at hard, the Warwick staff is 
o agus satislaction to those in charge 


P Hotel Del CORONADO] | wer conwomons 


H. 8. KLINGENSMITH, MANAGING DIRECTOR CORONADO, CALIFORNIA REPEAT FOR GOOD REASONS 


A A fe = On their wes, with the best facilities and 
<7, ~ 


What « convention manager wants, he gets. 
Through the experience of years, our staff 
fits in as a smooth operating part of com 
vention planning and execution. 


ERWIN H. 
SCHLICHT 
General Manager 


Des Moines’ central location and complete facilities . . . combined +s ’ Write or Phone 
with our outstanding accommodations . . . assure you of @ successful °y SALES 
business convention or sales meeting. lowa's leading and prestige " . DEPARTMENT 


hotel offers you... 
@ 425 attractive modern quest rooms il > Mey = a 4 
@ Air-conditioned rooms and suites available ew York, N. Y. 
Accommodations for groups from 10 to 1,000 Cl 7-2700 
Free TV and radio—closed circuit TV - 
@ Unlimited parking space in conjunction os 
Telephone CHerry 3-1161 . Teletype: DM 87 7 ; 3 COMPLETELY 
ROBERT W. STANLEY, Sales and Convention Manager a“ o AIR 
JOSEPH E. WHALEN, General Manager 
CONDITIONED 
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over 6,000 cards last year so we know 
there were at least that many meetings 
held by Zenith distributor salesmen 
on one or more Zenith products and 
programs. 

In addition to our own regional 
representative and field sales trainer- 
conducted meetings, discussed in the 
first part of this reply, our marketing 
development manager and myself 
hold a number of field meetings 
around the country. Our marketing 
development manager, last year spent 
about 60% of his time in the field 
and estimated that he held about 200 
meetings of the mass dealer group 
type as well as several distributor 
salesmen conferences. 

Mass meetings run anywhere from 
50 to 350 dealers and their salesmen 
in attendance. Many of them are even 
of the banquet type where a dinner 
is served and a stage-type product 
presentation with product demonstra- 
tions follows. Our sales trainers are 
specifically picked for their platform 
ability and appeal to get across points 
in an interesting, professional manner 
in every sense of the word. 


Again, in the case of our 16 regional 
representatives, sales training meeting 
requirements are one of the many 
duties and responsibilities which they 
have, both to us and to their distrib- 
utors. Their meetings are generally 
of an in-store variety, small intimate- 
type group sessions where they would 
speak to one dealer and all his sales- 
men before the dealer's door open for 
business in the morning, or after they 
close in the evening. Although fre- 
quently, particularly after a new 
product model or line has been intro- 
duced, they do assist the distributor 
principal to holding a mass-type dealer 
meeting in a hotel or auditorium, or 
in the distributor's own facilities 


Point I would like to make, in at 
tempting to thoroughly describe our 
sales meeting method, is that it is 
highly organized and planned, con- 
trolled through our home office, using 
devices such as planning boards and 
calendars, and what's even more im- 
portant, a follow-through via a meet- 
ing report These reports are religi- 
ously studied and distributed among 
all interested members within ou 
marketing subsidiary. 


One final point: there are always 
product service representatives, both 
from our own factory and Zenith dis- 
tributors involved, who attend the 
large majority of these meetings. This 
is always a “must” to our sales train- 
ers and regional representatives who 
conduct meetings, and dealer service- 
men are always invited to attend sales 
meeting for dealers. 


Now I have highlighted for you our 
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Accomplish Your Convention Objectives at 
Florida’s Most Complete Resort 


, a Rtn HOTEL and CLUB 


Every convention has its objectives . . . to bolster morale, conduct business 
and project policy, and serve as an incentive or award for accomplishment. 


Whatever your objective, Boca Raton Hotel and Club is the perfect site 
for it offers every attraction to keep your people happy on the premises. 
Groups of any number up to 700 can be accommodated. 


MEETING ROOMS of every size, exhibit facilities, theatre with huge stage 
and screen, public-address equipment, projectors, air conditioning, expert 
convention staff... all you need to assure top efficiency and comfort 
while conducting your staff or business meetings. 


FOR RELAXING. Slammin’ Sam Snead is your winter host pro at our beautiful 
18 hole golf course. A 9 hole pitch ’n putt course is a big favorite too, 
along with our four new tennis courts, two olympic swimming pools, 
Cabana Club and a mile-long private beach. Gulf Stream fishing is but 
minutes away. 

SUPREME CUISINE in our beautifully appointed dining rooms, with dancing 
and entertainment nightly pampers your members . . . makes off-premises 
attractions unattractive by comparison. Limousine pick-up service from 
Palm Beach, Ft. Lauderdale and Miami airports is easily arranged. 


For available dates: I. N. Parrish, Convention Manager, Dept. 23 


BOCA RATON HOTEL and CLUB © Boca Raton, Florida 
Arvida Hotels, Inc., 
National Representative: ROBERT F. WARNER, Inc. 
Offices in New York, Chicago, Washington, Boston. Toronto 


nf pach Jay or SAN FRANCISCO 


complete Resort in Downtown San Fro 


ounding Pool for outdoor D: 
plus oll the interesting things to do and see in the Golden 
City. 405 sporkling guest room: plus 35 beoutiful suites 
Grand Ballroom seating 1000 theatre style, or with 
dividers, a smotier Ballroom with 4 adjoining Conterence 
Rooms, capacity ranging from 550 to 
50. 9625 sq. ft. of Exhibit Space 


Cloire Perkins, Sales Manager 
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OR SALES MEETINGS — CONVENTIONS — INCENTIVE TRIPS 


Private 18 hole Championship Golf Course right on the 
grounds . . . the fabulous new Sapphire Pool—a com- 
fortable 80° always . . . dancing and entertainment 
nightly. Beautifully situated on the Great Sound, across 
from Hamilton. Accommodations for up to 225 guests 
with meeting rooms for 450 persons. 


THE BELMONT MANOR GOLF AND COUNTRY CLUB, WARWICK, BERMUDA 


Represented by Leonard Hicks Jr. & Associates 


New York « Miami + Chicago + Washington + Atlanta + Detroit + Toronto 


MEET WITH DISTINCTION—WITHOUT DISTRACTION 


© easy accessibility © 4 golf courses 

© 12 conference rooms—!2-350 persons © tennis—riding 

® superb food from our own farms * private swimming pool 

© modern facilities—old world service © pro hockey—ice shows—theatre parties 


HERSHEY, PENNSYLVANIA GJ 
“Open Year ‘Round™ 


Robert P. Cournoyer 
Managing Director 


Reservations 
Write: Room S$ 


Have a 
VACATION-CONVENTION at 


MANY GLACIER HOTEL 


IN NORTHWEST MONTANA 


a mammcth Swiss chalet . . . 
spectaculérly located on Swiftcur- 
rent Lake... in the center of 
Glacier National Park's fishing— 


camping—hiking area. 
Write Convention Mgr., Glacier Park 


Co., 218 Great Northern Bidg., 
St. Paul 1, Minnesota. 
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INVITATION 
to the 


The sophisticated modern decor of 
this elegantly dramatic ballroom lends 
itself perfes tly to notable so« 
ness and state occasions up to 1100 
persons. For further information, call 
Mr. Ferrer Rama, Catering Manager. 


Hotel Per z€ 


T Empleton 8-8000 
FIFTH AVENUE AND Gist STREET 


PPPPPPPPW 


ial, busi 


Meet with Success 
at the 


HOTEL UTAH ° 


and 


MOTOR LODGE 


Convention H 


CROSSROADS OF THE WEST 


® Outstanding f 

@ Heart of the « 

@ Publie roon 
accommodate 14 to 50¢ 

@ Magnificent auditoriur 
1500 

© Spacious exhibit ha 

® Air conditioned 
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basic year-long field meeting plan. It 
is implemented from time to time with 
special meeting activities where for a 
given series of meetings, covering a 
specific period, we prepare special 
props, flips charts, etc., to give a com- 
plete presentation by all personnel 
from Groups | and 2. 

Such was the case when I spoke to 
the Agate Club last November. We 
were just ending up a series of specific 
meetings on stereophonic sound re- 
production and Zenith’s approach to 
it. That particularly meeting activity 
began on Sept. 29 and went through 
Dec. 5 and was a well-integrated con- 
trolled series of meetings being con- 
ducted simultaneously in various parts 
of the country by the marketing de 
velopment manager, sales trainers and 
16 regional representatives. For this 
meetings each of 
these men had a kit of specially pre 
pared props—all were the same. They 


spec ific series of 


eT 


had such things as a cut-away speaker, 
a cut-away power transformer, a sepa- 
rate Zenith cobramatic tone arm, a 
cut-away section of one of our model's 
cabinets, a series of specially selected 
demonstration records and _ others. 
And, all of these men told the same 
preduct and sales information story 
one that had been specially written 
and prepared here in the home office 
for the occasion 

In this one series of meetings alone, 
we estimated that through the com- 
bined efforts of the Zenith personnel 
mentioned above, we talked to some 
8.000 dealers’ salesmen and service 
personnel in that nine-week period 
Keep in mind that in addition to that 
activity, distributor 
holding their own 
the same period of time, as a follow 
up to the held by 
Zenith personnel, or for dealers who 
hadn't attended the mass meeting. 


salesmen were 


meetings during 


mass meeting 
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“May | have your attention, please?” 
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FOR YOUR 
/ Executive * Sales * Promotion 


| 


\ CONVENTIONS 
a al 


UP TO 225 


ALL NEW COMPLETE 


Convention Facilities 


@ AUDIO-VISUAL SYSTEMS 
@ PRIVATE MEETING ROOMS 
@ DELUXE SUITES 
@ BANQUET AND CARD ROOMS 
@ DISPLAY AREAS 


FAR HORiZAns 


lowa's Finest... 


4 wowlowa’s barges” 


HOTEL’ 


IN DES MOINES 
favorite of convention 
planners everywhere 


x 3 large ballrooms 
8 other meeting rooms 


x 425 guest 
rooms: free 
radio and TV 
Air conditionea 
rooms 
available 


Fine food, 
experienced 
catering 
service 


Closed 
circuit TV 


Plenty of 
adjacent 
parking 

2 blocks to 
Veterans 
Auditorium 


TELL 
TLL eet 
Hit 


You'll feel at 
home at the 
SAVERY... 
a friendly 
BOSS hotel! 


PAUL E. LEFTON 


General Manager 


UNHURRIED, 
UNHARRIED i 
CONFERENCES 


Conferences—large or small—are always 
more profitable in the relaxed atmosphere 
of The Manor’s 4000 acre mountaintop 
estate. Our New Terrace Wing offers the 
finest in modern facilities. New Terrace 
Ballroom and Auditorium, additional con- 
ference rooms, Terrace Cocktail Lounge, 
complete banquet facilities. New indoor- 
outdoor Swimming Pool. 18 hole Champion- 
ship Golf Course. Every sport in season. 
Finest accommodations, delicious meals. 


”~ 


Write for Conference 
Facilities Folder. 


POCONO MANOR 
INN 


Pocono Manor, Pa. 
Glenn W. Kissel, Manager « Betty J. Evans, Sales Mgr 


John M. Crandall, V. P_. Gen. Mgr 
Phone (Mt. Pocono) TErminal 9-3611 


‘KLOEPPEL 
HOTELS 


CONVENTION 


HEADQUARTERS 
IN FABULOUS 


FLORIDA 


sy Jacksonville Florida's First City 
Hotel George Washington 


Hotel Mayflower 
Hotel ian 


Sv West Palm Beach 
Florida's First Resort City 


Hotel George Washington 
Hotel Pennsylvania 
EVERY ROOM WITH 
FREE RADIO AND TV 


All This and Heaven, Too! 


Complete Convention + Convention Planning 
Facilities "Know-How" 
Assistance of trained «+ Special ‘Package 
Hotel ond Convention Pianned'' Conven- 
Burecu Personnel. tions made to order. 
Only Minutes to World's 
Finest Beaches, Golf 
Courses and Historical 
Points of interest. 


OWNER 
MANAGED 


KLOEPPEL 
Write or Phone } > r 
J. Maxwell Myers, Sales Dir. | , 
| A 
Phone Elgin 5-88!! | \ 
George Washington ce ad 
ck ill lori ee ows 
csnpeatiennmacneteens HOTELS 
IN FLORIDA 


Tips for 


“Taping: 


Check list designed to prevent blank or “muddy” recording when 


you tape a message or dialogue for a meeting or exhibit. Re- 


corded Publications Labs offer 16 points to check for tapes. 


Perhaps there is nothing more em 
barrassing than to line up important 
people for a recording session only to 
find that vour efforts result in a blank 
or “muddy” tape. (Plus inconvenience 
when participants must re-do whol 


program } 


& Use of magnetic tape rec orders for 
sales meetings and exhibits is on the 


up-swing. Some predict that most busi 
nesses and homes in the U.S. will be 
equipped with tape recorders in the 
next decade. Executives may find re- 
corders will figure more in their future 
plans 

If vou are not to be among the 
unsuccessful operators, keep and fol 
low this check list by Recorded Pub 
Camden, N ] 


lications Laboratories 


We'd 
like 
to tell 
you 
why 


Metropolitan MIAMT is the 


Magic City for Conventions 


Write to CONVENTION BUREAU 
320 N.E. 5th St. Dept. Ti 
Miomi, Florida 
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Did you plug in recording machine? 


Did you check to make sure elec- 
trical current is AC? (Some large 
hotels and buildings still use DC 
current.) 


Did you clean recording heads and 
capstans on which tape travels? 


Did you check that “on” button has 
been turned? 


Did you push recording button? 


Did you start recording about 30 
seconds before actual program be- 
gins? 


Did you place microphone between 
five and 15 ft. from recorder? 
Mikes that are too close will pick 
up machine noise, and too distant 
mikes will register outside hum, 
static interference and loss of 


quality 


Did you place mike 10 to 12 ins 
from speaker's mouth? (Treat mike 
as a friend. Talk naturally as if in 
conversation with a next-door 
neighbor. Mike fright has ruined 


many recordings 


Did you place mike in steady posi- 
tion, equidistant to all speakers? 
Honding mike from person to per- 
son couses noise which will be re 
corded 


Did you make sure speaker realizes 
he must keep within mike range 
during (Make sure he 


does not turn his head and speck 


recording? 


to the wall 


Did you make gain test for proper 
volume? (Listen to playback of each 
speaker's voice ahead of time.) 


Did you remember you will have to 
adjust each speaker 
talks, according to your gain tests? 


volume as 


Did you maintain a six-foot lead of 
tape after it is threaded in case 
of breakage? 


Did you set aside extra reels al- 
ready threaded so they may be 
quickly placed on machine in case 
tape breoks in the middie? 


Did you remove any noise source? 
(Fluorescent lights, air-conditioning 
units, fans and open windows can 
cause un-wanted 
tape. 


interference on 


Did you follow specific recording 
instructions which accompanies mo- 
chine? (Too high oa recording level 
will cause distortion. Too low level 


will make voices “muddy” 


Tape recorder operators must be 
wary of additional look-outs if they 
want to be successful, according to 
Recorded Publications Laboratories: 
1) Never use tapes that have been 
stored in excessively cool or hot areas 
Under such conditions, tapes become 
brittle or mildew which makes break- 
age almost certain. (2) Never use old 
tapes that have been lying around 
Most old tapes have been reused many 
times and have a number of splices 
3) Use only special manufactured tape 


for splicing, never cellophane mending 
tape ° 


Executives 


Consider the advantages of 
the Edison's newly decorated 
and magnificent Banquet 
Halls. No finer facilities any- 
where, sensible prices. ..con- 
venently located in midtown 
Manhattan 


Accommodations: 20 te 1000 
For Reservations call 
Charles W. Tierney 


Circle 6-5000 
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Sales Meetings 
Conventions 
Incentives 


Hotel 


Milten J. Kramer, Pres. 


EDISON ke 
46th to 47th Sts 


* Trained Convention Steff 
* S meeting rooms, oir conditioned 
* 250 Guest Rooms 

Bonqvet Service for 500 in Ballroom 


Exhibit Areas + Free Parking 


¥? at ATZEL. ORECTO ALES 
HOTEL Ni AGARA 
JEFFERSON AVENUE AT FIR TREET 


A GARA FAS, Beta 


53-9321 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice woter in every room 


2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms 


Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250 
Closed circuit telecast facilities available 

Drum Room & bar featuring fomous cuisine ond 
entertainment 

Ideal location in the heart of Kansas City 
6 min. from Union Station & Municipal Airport. 
1 block from Municipal Auditorium 

Garage & parking facilities adjocent 


® for illustrated brochure write 
Convention & Catering Dept 


D HOTEL » ¢ t 
14th & Baltimore @ Kansas Citv, Mo. 
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MILITARY ‘type recruiting poster is adopted by Manpower, Inc. to give regional 
meetings unusual theme design and to capture imagination of managers. 


G. |. Theme Used for 


Low-Budget Regionals 


Manpower, Inc. ties all meeting activity to military visuals. 


Posters and cutouts come from recruiting offices of armed 


forces. Teletype machine 


offices. 


Search for the unusual in sales 
meeting themes is never ending espe 
cially when the theme has to capture 
imagination and interest of conferees 
as well as get the me ssage across 

Manpower, Inc.'s latest 
sales meeting had such a theme. Called 
“Breakthrough in "60 


was keved to a military theme 


regional 


entire meeting 
It em 
ployed such unusual items as militar 
visuals, military displavs, and militar 
comparisons and analogies in speeches 
r¢ sponse to the theme was reward 
ing to those who originated the idea 
In fact, the 


imagination of participants that many 


theme so captured the 


of them were unconsciously using 
military phrases in their after-hours 


discussions 
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reports case histories from field 


Reports rushed up to speakers during their talks. 


But the ob ot pr ing a there 
is able to 


stimulate the imagination, is short and 


that has excitement in 


' 


punchy and vet can be easily imple 

mented with visual material is not 
in easy one, reports Vice President 
James D. Scheinfeld. “We threw out 
either 


thev'd been overworked or because 


many timely ideas because 
thev would be too costly 

Objective 
gional meetings held in Milwaukee 
the Poconos Dauphin Island, Ala 
ind Monterey, Calif., are threefold 


1) to stimulate branch managers to 


of Manpower 's four re 


review their own office procedures 
and revise those that were too time 
2) to find 


VS » serve both present and 


consuming or unnecessary 
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potential customers, and (3) to sell 
the concept of penetration — that it, 
working with present customers to 
find ways Manpower ,can serve all 
departments in their organization 
Penetration formed the 
basis for the breakthrough theme. “In 
military terms,” explains Scheinfeld, 
“breakthrough implies penetrating the 
main line of defense and then spread- 


concept 


Ing out and encompassing the entire 
operation " 

before the 
meeting, each delegate received a 


To stimulate interest 
Series of oversize teaser postcards 
First was an invitation with a key to 
the meeting. Next four were a series 
of oversize postcards illustrated with 
military figures bearing messages such 
as, “red carpet treatment for you at 
the regional meeting,” “learn of new 
weapons, strategies and plans at the 
regional meeting,” “load up at vou 
regional meeting with high powered 
ammo for ‘60° and “new power for 
‘60 see it feel it at vou 
regional meeting.” 

Format for each meeting was the 
same. Board Chairman Aaron Schein 
feld, who was on a world tour to line 
locations for the 


ve ke omed 


up possible new 
firms overseas operation 
delegates with a tape re wded mes 
sage. President Elmer Winter out- 
lined objectives for ‘60 and illustrated 
the penetration concept ith a visual 
chart to depict i series of closed doors 


to departments where 


Manpower 
might be of service First door was 
initial sal Others 
; initial 
contact to help him meet and talk 
with other department heads. Behind 


each door were i senes otf cartoon 


open d with the 


open d as the salesman used hi 


sale sman 
so what?” 
show me “h h Im not inter 
ested 

Mornings were fille 


bv exec utives on different iles tech 


? 
faces to illustrate reactions a 


would encountet uct i 


re ports 


penetration work 
Lainch periods were limited 

hour LD. legates had time to eat 
gether and then disci 


their respective offices Afternoon sé 


niques to he Ip make 


problem 
sions were split up into a series ot 
tables ot information Table s dealt 
with spec ifics of the business and with 
offers 


Case histories were used to illustrate 


various services the compan 


the more successful uses of these serv- 
ices. Evening social periods were us d 
for informal discussions 

Tables of information were panel 
presentations, manne by experienced 
managers who had been contacted in 
advance and given an opportunity to 
develop their own outline for the ses- 
sion. One-third of the period was left 


open for questions and answers 
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One phone call... 


--. Solved two big retail 
demonstration problems for Johnson 


Johnson asked; How can we get 
dealers to use motion picture 
demonstrations of outboards? 
Bell & Howell joined with Johnson to create a special 
promotional package built around the famous Filmo- 
sound 16mm projectors. Johnson salesmen took it into 
the field, used it to convince dealers of the ease, speed and 
economy of showing prospects, demonstrations on film. 


FINER PRODUCTS THROUGH IMAGINATION 
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2. Keeping the 

plan in action! 

Bell & Howell, with the largest 

nationwide network of Audio-Visual representatives, pro- 
vides Johnson dealers with expert service and on-the-spot 
training. These are just two examples of Bell & Howell 
A-V service in action. Call or write us for details on how 
our products, experience and service can work for you 


» Bell & Howell 


7128 McCORMICK ROAD, CHICAGO + AMBASSADOR 2-1600 
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CONVENE AT 
BEAUTIFUL... 


WHERE 
BUSINESS 


MEETINGS 
ARE A 
GENUINE 
PLEASURE! 


DUDE RANCH & COUNTRY CLUB 
OCEAN SPRINGS, MISS. — 
featuring the 


POW WOW 
ROOM 


Meeting Accommoda 
> 


tions for 200 


SECLUDED YET CONVENIENT 
stray from meetings 
wonderful fun 


d after hours 


ties offer 


fishing, swimming pool, 
tennis, shuffleboard and other 
wonderful méals all in- 


low rate, $13 to $16 per person 


Write or phone for complete information on 
BUSINESS MEETING FACILITIES 


Dick and Gladys Waters, Proprietors 
Ralph G. Deuel, General Manager 


Phone—Ocean Springs, TRinity 5-4211 
Chicago, NAtional 5-8200 


“We issued a semi-edict to all ex- 
ecutives who were going to speak in 
the morning sessions,” says Schein- 
feld, “that they had to illustrate their 
subjective matter with visual material 
keved to a military theme.” 

Problem then arose~of how-to co- 
ordinate this material and have it pre- 
pared in the most economical way 
One member of the staff was assigned 
overall responsibility. He met with 
each speaker to develop visuals, to 
handle production of the material, and 
to insure continuity 

Ground rules for visuals were sim- 
ple They had to be trans- 
ported from site to site, they had to 
be related to the military theme, the 
had to be working visuals that the 
executive could talk from and add to 
as his speech progressed, and that 
thev had to have a new look about 
them and create excitement 

In line the military 
local armed forces recruiting stations 
were contacted to see what visual ma 
terial they could spare. This resulted 
in a deluge of life size cutouts of mili 
tary dis 
plays of missiles and a variety of 


easily 


with theme 


figures, miniature cutouts, 


posters These were adapted to the 
theme of the meeting by adding spe 
Some of the 
directional signs 
of the 
Others were used on 


cial banners cutouts 


served as to indi 


cate where sections meeting 
were to be held 
luncheon tables with banners to high 
spot the theme. Others were spotted 
around to emphasize key points of 
the meeting 

Regimental flags were also used as 
markers for various rooms in the hotel 
where the discussion groups wer¢ 
meeting 
which could easily have 
been one of the most expensive parts 
of the were handled 
nomically and_ effectively Lavton 
School of Art in Milwaukee supplied 


do 


Visuals, 


meeting, eco 


an art student to sign painting 


work during his spare time Result 
was signs of a professional calibre at 
than 


would have charged 


much less cost a professional 
Manv of the 
spec ial displays were constructed at 
the Milwaukee Vocational School. Vo 
cational training classes took them on 
as class projects and only charged for 
materials 

Twenty centerpieces for the final 
banquet were also handled economi- 
cally. 


bv having a series of satellites circling 


Military theme was carried out 


the globe carrving the words “Break 
through in ’60” and toy soldiers en 
gaged in battle on the ground. These 
were prepared by the student from 
the Layton School of Art 

An 


with Teletype machine was set up at 


information center complete 


the back of the main meeting room 
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ALPINE INN 


and Cottages 


where business is a pleasure 
50 miles north of Montreal, 
in the Laurentian Mountains. 


ed 


A 


i tra 


* Completely air-conditioned « Every service 


and facility for large or small groups « Cardy 
Convertion Hall seats 250 ¢ ‘Sun Shower 
Dining Room seats 350 © Private Meeting 
Rooms, 16 mm Projector, P.A. System © Private 
9 hole golf course « Heated Swimming poo! 


* For free illustrated booklet and full 


details write to: H. F. Gibson, 
contect owr New York 
P. Wolfe Orgenization, 500 Fifth Ave., Te! 
LOngacre §-1'14. Vernon G. Cardy, President 


a OF 
representative “Tahoe 


Chicago’s Finest Hotel 
for Your Next Meeting 
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*e 
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+ 
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Drive-in-Parking 
Restaurant and Lounge 
Write for colorful brochure 
EXECUTIVE HOUSE 
Dept SM, 71 E. Wacker Dr., Chicago 1, Ill, 
Financial 6-7100 
A. M. QUARLES, 
General Manager 
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During speeches by executives, mes- 
sages came in over the machine to 
illustrate with concrete examples from 
field offices how the principle being 
discussed had resulted in an out- 
standing sale. These messages were 
rushed up to the speaker who read 
them and then posted them on a huge 
bulletin board next to the teletype 
This proved an effective way to illus- 
trate key points using actual case his- 
tories in an attention-getting manner 

All handout material for the meet- 
ing was prepared in advance and 
bound together in a loose leaf binder 
and given to the delegates at the first 
In this way they were able 
to use the material for reference and 
were able to make notes as the meet- 
ing progressed. 

All elements of the meeting were 
brought together by President Winter 
in his concluding remarks as he ana- 


session. 


lyzed the breakthrough theme in terms 
of what each speaker had said. At 
that time, he distributed a 90-day 
calendar program to pinpoint what 
should be done on each of the next 
90 days to make the most effective 
use of the subject matter discussed 

To provide added stimulus for mak- 
ing quick use of the breakthrough 
principles outlined, a sales contest 
was announced which was based on 
the number of “penetration” calls 
made. 

As a follow-up, a booklet was pre- 
pared with pictures taken at each of 
the meetings and sent to the homes of 
all who attended and to their office 
staff who had to stay home and “mind 
the store.” These booklets, highspot- 
ting key points of each speaker's pres- 
entation, served as guides for the 
manager to pass along all the things 
discussed at the meeting to his staff. @ 


ANSWERS 


PUSH BUTTON for any 
listed question of your 
choice and the answer is 
returned to you via 
printed slip of paper. 
Schering Corp., Bloomfield, 
N. J., uses the electronic 
answerer, called the Direc- 
tomat, in exhibit. Machine 
selects the correct answer 
from its memory bank of 
120 information bulletins. 
Directomat allows visitors 
to get information without 
feeling they will be high 
pressured by exhibit sales- 
men. Plus, machine is ar 
attention getter. Informa- 
tion slip ejects with 
specially printed sales 
message for exhibitor on 
back. Self-contained unit 
requires exhibitor to set 
machine in place and plug 
into AC current. The Dis- 
players inc., New York 
City, supplies Directomat. 
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PsP 


An ideal 
setting for 


conferences of 
25 to 100 


persons 


Completely Air-Conditioned 
all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 
between New York and 
Philadelphia 


Perfectly Situated 
adjoining Princeton University 
campus 


Excellent Facilities 
spacious private function rooms 


Experienced Staff 
to make meetings pleasant and 
productive 


Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 
overlooking Princeton golf 
course. Tennis 


Gracious Atmosphere 


Authentic Early American 
appointments 


For imtormation. write or call Sam Stewart. 
General Manager. Telephone W Alnui 4-5200 


100% 


AALIO 


Tax Deductible Homes 


Virgin Islands 


cosa AISI a 


write 


Water. Isle, 
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The Advance Furnace Company 

Aero Mayflower Transit Company 

Allied Arts & Exhibits, inc. 

Allied Van Lines, Inc. 

Alpine Inn 

Ambassador Hotel 

American Air Lines, Inc. 

American Express Travel Service 

Americana Hotel 

Arawak Hotel 

Ask Mr. Foster Travel 

Astor-Manhattan Hotels 

Atlanta Biltmore Hotel 

Atlantic City Convention Bureau 

Award Exhibits 

Bahamas Government Development 
Board 

Barbizon Plaza Hotel 

The Barcelona Hotel 

Bedford Springs Hotel 

Bell & Howell 

Belmont Manor 

Berkeley-Carteret Hotel 

Berkshire Hills Conference 

Bermuda Trade Development Board 

The Bermudiana Hotel 

The Biltmore Hotel 

Biltmore Terrace Hotel 

Bismarck Hotel 

Boca Raton Club 

British Overseas Airways Corporation 

Bryan-Elliott Company 

Burnham Van Service. Inc. 

Camelback Inn 

Canadian National Railways 

Canadian Pacific Railways 

Capital Air Lines 

The Carillon Hotel 

Castle in the Clouds Hotel 

Castle Harbour Hotel 

Chalfonte Haddon-Hall Hotel 

The Chantecler Hotel 

Chateau Lac Beauport 

Claremont Hotel 

Claridge Hotel | Atlantic City) 

Hotel Claridge (Memphis) 

Close and Patenaude 

Color Corporation of America 

Commodore Hotel 

Concord Hotel 

Condado Caribbean Hotel Corporation 

Convention Time Display, Inc. 

Daytona Beach Convention Bureau 

Daytona Plaza—Princess Issena Hotels 

Dearborn Inn 

Deauville Hotel 

Hotel Del Coronado 

Dellwood Country Club 

Delta Air Lines 

Hotel Dennis 

Design Built Studios 

Detroit-Leland Hotel 

Di Lido Hotel 

Dinkler Hotels 


Diplomat Hotel 

Display & Exhibit Co. 

Display Workshop 

The Displayers, Inc. 

The Doric Company 

Drake Hote! (Chicago) 

Drake Hotel (Philadelphia) 

DuPont Plaza Hotel 

Dyna-Graphic Company 

Eastern Air Lines 

Eden Roc Hotel 

Edgewater Gulf Hotel 

Edison Hotel 

Emerald Beach Hotel 

Everglades Hotel 

Executive House 

Exhibit Producers & Designers 
Association 

Exposition Management Assn. 

Far Horizons 

Fargo Civic Center 

Fields Management Company 

Floats, Inc. 

Fontainebleau Hote! 

Hotel Fort Des Moines 

Fred Harvey Hotels 

Freeman Decorating Company 

French Lick-Sheraton Hotel 

Functional Display, Inc 

Galt Ocean Mile Hotel 

Gardner Displays 

Gardner, Robinson, Steirheim & Weis 
Inc 

General Exhibits & Dispiays 

Gideon Putnam Hotel 

Gill Hotels 

Glacier Park Lodge 

The Golden Gate Hote! 

Grand Hotel {Mackinac Island 

Grand Hotel (Pt. Clear, Ala.) 

The Greenbrier 

Grossinger's 

Gulf Hills Dude Ranch 

Gurney's Inn 

Haas Displays, Inc 

Hain Wolf Studios 

Hawaii Visitors Bureau 

Henry Hudson Hotel 

Hote! Hershey 

Hilton Hotels Corporation 

Hilton Hotels Internationa! 

Hollywood Beach Hotel 

The Homestead 

Hotel Corporation of America 

Iberia Air Lines of Spain 

Martin B. Iger Company 

Indies House 

Industrial Displays 159 

The Inn 16! 

Intercontinental Hotels 131 

International Amphitheatre 17 

International Convention Planning 
Expesition 56, 57 

Ivel Construction Corporation 5! 


Whe Lawrence 


lel ERIE, PENNSYLVANIA 
Virgin Islands 


By the Shores of Lake Erie . . . 400 Luxurious 
Guest Rooms ... TV. . . Redecorated 
Se Executive Suites . . . One Minute to Rail- 

roed Station .. . Five Minutes to Airport 
. .» Free Parking . . . Excellent Accommo- 
dations for Conventions and Sales Meetings, 
from 10 to 600... Large Exhibit Area 
. . « Unexcelled Recreational Facilities . . . 
Distinguished Cuisine and Service. Call Manager Collect— 

Glendale 6-887! 
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Jack-Bilt Corporation 

Jack Tar Hotels 

Jam Handy Organization 
Jamaica Tourist Board 

Jenter Exhibits 

Jug End Barn 

Jung Hotel! 

Key Biscayne Hotel 

Kloeppel Hotels, Inc. 

LaConcha Hotel 

Lafayette Hotel and Lanais 

Lake Tower Motel 

LaSalle Hotel 

Las Vegas Convention Bureau 
Lawrence Hotel 

Lido Hotel 

Lincoln Chamber of Commerce 
Long Beach Chamber of Commerce 148, 
Manger Hotels 

Manncraft Exhibitors Service 
Manoir Richelieu 

Manpower, Inc. 

Marriott Motor Hotel 

Marwell House 

Memorial Coliseum (Portland) 
Messmore & Damon 

City of Miami 

Miami Beach Exhibition Hall 
Mississippi Gulf Coast 

Model Agency 

Mont Tremblant Lodge 
Montagu Beach Hotel 

Montauk Manor 

Hotel Moraine 

Mount Washington Hotel 
Mountain Shadows 

Hotel Muehlebach 

Myrtle Beach Chamber of Commerce 110 
Nassau Beach Lodge 198 
Nassau Inn 

Nationa! Air Lines 

National Guard Armory 

New York Coliseum 

New York Trade Show Corporation 
Niagere Hotel 

Northeast Air Lines 

Northernaire 

Northwest Orient Air Lines. Inc. 
Novelart 

Ohio Displays 

Oxford House 

Palm Beach Biltmore Hotel 

Palm Springs Riviera Hotel 

Hote! Patten 

Pick-Congress Hotel 

Hotel Pierre 

Pierre Marques Hotel 

Pocono Manor Inn 

Poland's Spring & Mansion House 
Ponte Vedra Club 

Hotel President 

Princeton Inn 

Providence Chamber of Commerce 
Prudential Building b 

The Queen Elizabeth Hotel 
Radio Corporation of America 
Radisson Hotel 


Railway Express Agency 

Richmond Hotels, Inc. 

Riviera Hotel 

Hotel Robert Meyer 

Roosevelt Hotel 

Sagamore Hotel 

St. Moritz Hotel 

San Antonio Chamber of Commerce 

William Sanford, Inc. 

Santa Monica Convention Bureau 

Hotel Savery 

Schine Hotels 

Seville Hotel 

Sharp Ltd., Hotels 

Shawnee Inn 

Shelburne Hotel 

Sheraton-Atlantic Hotel 
Sheraton-Blackstone Hotel 
Sheraton-Cadillac Hotel 

Sheraton Corporation of America 
Sheraton-Dallas Hotel 

Sheraton-Gibson Hotel 

Sheraton-Hawaii Hotels 

Sheraton-Park Hotel 

Sheraton-Philadelphia Hote! 

Sheraton-Ten Eyck Hotel 

Sheraton-Towers Hotel 87 
The Shoreham Hotel 143 
Skyline Inn 128 
Skytop Club 186 
Sleepy Hollow Beach Hotel 104 
Standard Photo Service 179 
Stardust Hotel 184 
State Fair of Texas 99 
Harvey G. Stief, Inc. 128 
Structural Display Company, Inc. 129 
Stuart Company 134 
Sun n’ Sand Hotel Court 164 
Sun Valley Lodge 65 
Tabery Corporation 66, 72, 103, 122 
Tampa Chamber of Commerce 60 
Hote! Thayer 176 
Three Dimensions 102 
Tom Sawyer Motor Inns 60 
Trans Canada Air Lines 134 
Trans Caribbean Air Lines 

Trans World Air Lines, Inc 

Travel Consultants, Inc 

Traymore Hotel 

Treadway Inn 

United Air Lines, Inc 

United Van Lines 

Hotel Utah and Motor Lodge 

Veterans Memorial Auditorium 

Villa Moderne Hotel 

Warwick Hotel 

Water Isle 

Hotel Webster Hall 

Wentworth-by-the-Sea Hote! 

Western Air Lines, Inc. 

Western Hotels 

Westward Ho Hotel 

Wheaton Van Lines, Inc 

The Wigwam 

Wilding, Inc. 

Willard Hotel 

Williamsburg Inn & Lodge 


OE TER 


i NOWHERE IN THE WORLD 


CAN SO MUCH BE 
ACCOMPLISHED WITH 
SO MUCH PLEASURE 


SWIM! ...in our 
colorful outdoor pool 
or luxurious tropical 
indoor pool... or (in 
season) ocean bath- 
ing right at our door! 


2 ? 
7\ 
y Vy 


RELAX!...in our 
modern Health Club 
under a soothing mas- 
sage. Ease away un- 
wanted pounds in the 
steam room. 


SKATE!...0n our 
spacious, colorful, ar- 
tificial outdoor rink 
night and day during 
the winter months. 


DANCE!...in the 

gay, sophisticated 

Y, Submarine Room to 

(e the music of top flight 
/ ) orchestras. 


' 


DINE! ...in a choice 
of distinguished res- 
taurants featuring 
truly fine food. 


SALES MEETINGS, EXHIBIT SPACE AND 
BANQUETS? THE TRAYMORE’S FACILITIES 
ARE UNEXCELLED IN ATLANTIC CITY. 


For our entire CONVENTION STORY 
please write or phone 


In Albany N_LY 


; SHERATON-TEN EYCK 


400 ROOMS | CONVENTION FACILITIES 
FREE RADIO, TV, conte Se cee Oe 
OVERNIGHT PARKING tion rooms plus 10 small rooms 
AIR CONDITIONED 


suitable for meeting and dining 
for 30 persons. Movie screens, 

SLEEPING AND 

FUNCTION ROOMS 


“Tian 


P.A. and microphone equipment. 
Registration equipment and 
closed circuit T.V. 


Center of the a 
ATLANTIC CITY 


‘ New Jersey 
Welcome is Gesncartl al HEmlock ed . Atlantic City 4-3021 
SHERATON HOTELS 


Orvis R. Connolly, General Monager @ William J, Dolan, Sales Manager Phone 


MAY 20, 1960 


ms FRENCH CANADA... 
© | First Choice for SUCCESSFUL CONVENTIONS 


> ™Wanoir 


BEST I'VE HEARD 
NRRL OEE SEAS ROR 


An exchange of anecdotes and 
facts to help a speaker spice 


his speech and make a point. 


Richelieu 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
if June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence .. . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 
A DIVISION OF CANADA STEAMSHIP Lines 


NAS sai Sec > aaa 
: — 


HOWARD JOHNSON’S 
NASSAU 
BEACH 
Nassau's Aewest 


PUNY - hotel 


NASSAU, BAHAMAS 


Subject: WORRY 

Two small businessmen were 
discussing problems One declared 
that worries were piling up for him 
and he was about to break under 
the strain 

“Thing for vou to do,” counseled 
his friend, “is to simplify your 
problems by lumping the related 
ones. That's what I did, and now 
I have just three problems: nag 
ging credits profitless business 
and the fact I'm broke.” 


Subject: SELF INTEREST 

Tvcoon’s daughter had just re 
turned from finishing school and 
he was showing her around the 
newly completed mansion. At the 
swimming pool they stopped to 
watch several athletic young men 
diving and stunting in the water 

“Oh, Daddy 


girl, “and vou've stocked it just 


exclaimed the 


for me!” 


Subject: COMPLIMENT 

A small boy was told bv his 
mother to say something nice to 
each voung lady with whom he 
danced as he escorted her back to 
her chair. He danced with one 
voung girl and took her back to 
her seat without saving anything 
to her. Suddenly he remembered 
his oversight and went back to her 
“Margie,” he said, “vou sweat less 
than anv little fat girl I ever 


danced with.” 


Subject: INSURANCE 

Farmer's barn had burned down 
and the agent from the insurance 
company arrived to discuss the 
claim. He explained the policy that 
covered the structure and told the 
farmer that the companys would 
rather build another barn of similar 
size and materials instead of paying 
the claim in cash 

The farmer was furious. “If 
that’s the way vour company does 
business,” he exploded, “you can 
just cancel the insurance policy on 
mv wife.” 
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Subject: ADVERTISING 

All the creative copy writers are 
not on ad agem . pavrolls Often 
the most pungent copy comes from 
the man (or woman) on the street 
For instance, a large sign pictured 
many stvles of rubber heels and 
included a large photo of a beauti 
ful girl. Copy read: “I'm in love 
with America’s No. 1 heel.” Under 
neath in a flowing feminine script 
was written with evebrow pencil 


Sorry, sister, I married him! 


Subject: MODERN TIMES 

Suburban housewife and her 
young son were making their 
weekly pilgrimage up and down 
the aisles of the supe rmarket The 
child, trying to help, reached from 
his shopping cart seat, picked up 
a package and put it into the 
basket His mother reached overt 
looked at the package and said 
“No, no, hones put it back You 


have to cook that 


Subject: SIGHT 

Small-town merchant, while en 
joving a convention in a large city 
attended a strip-tease performance 
with some of the bovs. Next day 
he was obliged to go to an oculist 
for treatment 

“When I left the show last night 
he told the eve doctor, “Mv eves 
were swollen—first time it ever hap 
pene d % 

“After this,” advised the oculist 
“trv blinking one or twice during 
the show You won't miss that 


miu h - 


Subject: BRAVERY 

Two voung bovs walked into the 
dentist's office One faced him 
boidly and announced: “Doc, I 
want a tooth took out and I don’t 
want no gas ‘cause we're in a 
hurry.’ 

“IT must say vou're a brave boy 
said the dentist. “Which tooth is 
eo” 

The little bov turned to his 
silent friend and said, “Show him 
vour tooth, Albert.” 
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PHILADELPHIA 
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EXHIBIT AREA Al 
THE SHERATON HOT 


Sheraton’s spacious new Exhibit Hall and 
Penn Center Room offer you 17,000 square 
feet of prime-location space designed to 


give you every advantage of equipment, 


flexibility and easy access. 


For detailed folder, contact Mr. Edward 


Polo, Director of Sales, Sheraton Hotel. 


Philadelphia, or The Sheraton Regional 
Sales Office in New York, Washington, 


Chicago, San Francisco and Toronto. 


Sheraton 

Exhibit Hall 
10,000 sq. ft 
80 booths 


Penn 

Center Room 
7,000 sq. ft. 
43 booths 


Its all part of the 
iq. 


Penn Center Room and Sheraton Hall with folding doors open 


123 exhibit booths (8' x 10’). 


e Located on ground level no 
elevator needed, little handling 

@ Accommodates 800 people for 
meetings 500 for banquets 

e Can divide into two meeting 
rooms with soundproof walls 


space for 


@ Plenty of spotlights, individual 
booth lights, mike and phone jacks 


@ Easy access to all group function 
areas within hotel including Grand 
Ballroom, Hall of Flags, 3 dining 
rooms and the cocktail terrace 


nt ; 3 


EQUIPPED TO EXPLORE THE DEPTHS 


The salesman who dives into the market with complete know! train their men and equip them with the necessary product under 
edge and appreciation for the features, benefits, and history of standing for true depth selling. We're in business to help you do it. 
the product he is selling is definitely the one with the advantage ni 
Without this thorough understanding, today’s salesman would If you've seen our work you are aware of the emphasis that 
have difficulty doing much more than simply skimming the sur Jam Handy places on vivid eye and ear appeal. If you aren't 
face of his territory's real sales and profit potential. familiar with our facilities and experience, we'd appreciate the 

opportunity to show you how we are equipped to help effec 
That’s why so many successful companies across the country tively develop your next sales or training program 


ie YAM HANDY Cnpengctior 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


MOTION PICTURES e DRAMATIZATIONS e PRESENTATIONS e@ VISUALIZATIONS e« LIDEFILMS e TRAINING ASSISTANCE 


CALL NEW YORK, JUdson 2-4060 HOLLYWOOD, Hollywood 3-232! DETROIT, TRinity 5.2450 DAYTON, ENterprise 6289 PITTSBURGH . ZEnith 0143 CHICAGO, STate 2.6757 


